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THE NATIONAL NEWSPAPER OF MARKETING 
Some Dailies ‘Reluctantly’ 


‘Baby Doll’ Ads; 
Warner Rejoices 


Sans Controversy, 
‘Exploitation Film’ 
Might Be ‘Art Movie’ 


New York, Jan. 4—While news- 
papers in Syracuse and Troy have 
refused to accept advertising for 
“Baby Doli,” a movie recently 
condemned by Cardinal Spellman, 
the Legion of Decency and others 
(see story on Page 78), Warner 
Bros. plans no changes in its pro- 
motion plans for the film. 

Robert Taplinger, advertising vp 
at Warner, said today that there 
had been no objections to the ad- 
vertising “until some people got 
upset about the picture.” He said 
Warner has “a variety of ads” for 
the movie and will use them all 
“without changes.” 

Mr. Taplinger, who said he ex- 
pects “Baby Doll” to “do tremen- 
dously” at the box office, added 
that “controversy helps” to make 
money for a movie. “What we may 
have lost” by the action of the 
Catholic Cardinal and the Legion 
of Decency “has been more than 
offset by curiosity,” he said. 

The film currently has 1,300 en- 
gagements scheduled in movie 
houses across the country, and Mr. 
Taplinger expects the total to 

(Continued on Page 4) 


Ends Fair Trading 


as ‘Unenforceable’ 


New York, Jan. 3—With a 
force as startling and powerful as 
the simultaneous popping of 10,- 
000 flashbulbs, Eastman Kodak Co. 
announced this week that it was 
abandoning its staunch 19-year old 
advocacy of fair trade. 

The company quietly handed 
out a release to the wire services 
on the afternoon of Dec. 31 saying 
that it was “reluctantly” termi- 
nating all fair trade agreements 
because they were ineffective and 
unenforceable. 

While it is still too early to 
judge what over-all effect this will 
have on photographic marketing, 
one immediate reaction has been 
to provide retailers in this ex- 
panding $1 billion business with a 
new advertising and promotional 
tool to lure potential shutterbugs. 
Less than 48 hours after the an- 
nouncement, Willoughby’s camera 
store and the Davega chain broke 
newspaper ads announcing dis- 
counts on all Kodak equipment, 
films and accessories. 

Although some fair trade ex- 
perts indicated they were expect- 
ing the Kodak announcement ever 
since the McKesson & Robbins 
decision by the U. S. Supreme 
Court some months back prohibit- 
ing a company which functions 
both as a manufacturer and whole- 
saler from making fair trade con- 
tracts (Kodak owns retail outlets 
across the country), the action 


(Continued on Page 88) 


Pajama Party Ads Boost Canada Dry, 
RCA Records, Coty, Schrank PJs 


Spring Push Is Aimed 
at Adolescents; Keyed 
to Joint Magazine Ads 


New York, Jan. 3—Four com- 
panies—selling pajamas, records, 
cosmetics and soft drinks—will co- 
host a $1,000,000 pajama party pro- 
motion next spring. 

Aimed at the teen age market, 
the promotion is based on a “Let’s 
give a pajama party” theme. The 


sponsors will be Canada Dry Gin- | 
ger Ale, Coty, RCA-Victor record | 


division and M. C. Schrank Co., 
pajama manufacturer and origina- 
tor of the whole idea. 

This foursome will use the pa- 
jama party theme in their national 
advertising and publicity and also 
in retail store promotions tying in 
such departments as lingerie, toilet 
goods, records and food. 

Nucleus of the promotion this 
spring will be jointly sponsored ads 
in the March.11 Life and April 
Seventeen. After that, each of the 
four companies will advertise and 
promote the theme on its own. 

The participation ads are color 
pages headlined, “Let's have a pa- 
jama party. With Schrank’s 
Dreamwear. Canada Dry Ginger 
Ale. Coty. RCA Victor.” 


s The illustration shows four teen 
agers using the four products at a 
party. Copy reads: “Fun? You've 


|got a room-full of it when you 
throw a pajama party. Soft drinks, 
music ’n’ makeup—in your favorite 
|dream-wear—and talk, talk, talk.” 
| The ad also offers a free 20-page 
| booklet, “How to Give a Pajama 
|Party.” The booklet in turn fea- 
| tures a coupon for a special RCA 
| Victor “Pajama Party” record. A 
$1.49 value offered for 25¢, the 
record will be narrated by Julius 
La Rosa and will feature selections 
| from 16 albums that RCA is rec- 
ommending for pajama parties. 

Individually, the companies are 
utilizing the theme in the following 
ways: 


e Schrank has designed four dif- 
|ferent pajama styles for the pro- 
motion and is packaging the book- 
let and record free with each 
| pajama. The company also is pre- 
|paring color blowups of the ads, 
|counter cards and store strearners. 

From February 
| Schrank will advertise the promo- 
tion to the trade via Lingerie Mer- 
chandising, Merchants Trade Jour- 
nal and Women’s Wear Daily. 


'@ Canada Dry will run its own 
| color page ads in the March Ladies’ 
Home Journal and March 16 Sat- 
urday Evening Post. These ads will 
offer the RCA record in exchange 
for two Canada Dry bottle caps 
and 25¢. 

A “considerable amount” of local 
newspaper and radio advertising 


(Continued on Page 89) 


NOW At Davega! 
PRICES SLASHED ON 


ALL KODAK CAMERAS 
DISCOUNTS UP_TO 50%! 


Choose from Thousands of Brand New Factory Guaranteed Kodak 
Movie Outfits Now At the Lowest Prices in Our History. 
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SPEEDY—The Eastman Kodak Co. 

announcement taking the company 

off fair trade was made late Dec. 

31. Wednesday’s New York Times 
carried this ad. 
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‘Company Co-op’ Prevails in Auto 
Advertising as Chrysler Follows GM 


House Unit May 
Suppress ABC Data 


on Extra Discounts 


WasuHincTon, Jan. 4—Special 
discounts which American Broad- 
casting Co. allowed advertisers in 
1955 and early 1956 may not be 
made public by the House anti- 
trust subcommittee, although sim- 
ilar deals granted by Columbia 
Broadcasting System and Nation- 
al Broadcasting Co. already have 
been released. 

The final decision still rests 
with members of the committee, 
but it is understood that the com- 
mittee’s staff will recommend 
that the ABC material remain 
confidential. 

The exception was considered 

(Continued on Page 89) 


Abolish Air Mail, First Class, Have 
One 5c Rate, Summerfield to Propose 


Congress to Hear of 
Method Using Best 
Transport Available 


WASHINGTON, Jan. 3—Postmas- 
ter General Arthur Summerfield 
is considering a new proposal 
which seeks to wrap the problem 
of better service and more revenue 
into a single package. 

His plan, which may be men- 
tioned in the President’s state of 
the union message to Congress 
next week, eliminates separate 
rates for first class mail and air 
mail, substituting a 5¢ rate for all 
letters. Mail would travel inter- 
changeably by rail or air, depend- 
ing on which service is faster. 

While the plan represents en- 
tirely new thinking within the U.S. 
Post Office Department, it is not 
a novel idea. It has been used in 
Canada and other countries for 
several years, and it was advo- 


cated as far back as four years ago 
by Sen. Frank Carlson (R., Kan.), 
ranking Republican on the Senate 
post office committee. 


® An outline of the idea was pre- 
sented to congressional leaders 
during legislative briefings at the 
White House this week. Neverthe- 
less it was indicated that Mr. 
Summerfield still has not definite- 
ly decided how the idea will be 
presented, nor even whether it will 
be a straight 5¢ rate covering all 
letter mail. 
(Continued on Page 85) 


Expect Ford to Join 
in Eliminating Dealer 
Assessments on Feb. 4 


Detroit, Jan. 4—As announced 
by AA two weeks ago (Dec. 24), 
Chrysler Corp. has fallen in line 
with General Motors’ move to drop 
dealer assessments for cooperative 
advertising. 

With “company co-op” pretty 
well established as the new auto 
industry pattern, agency and fac- 
tory admen here were busy this 
week adjusting to the idea, weigh- 
ing its differences, minimizing 
them and in some cases objecting 
to them. 

Effective date of the new Chrys- 
ler policy was yesterday—only a 
month after GM made its own an. 
nouncement. As with GM, the new 
plan calls for Chrysler to take over 
that part of advertising financing 
which has previously been met by 
the dealers, who’ve been paying 
into a company co-op fund any- 
where from $20 per car (on Ply- 
mouth) on up to $70 or more for 
some Chrysler models. 

Now Chrysler will contribute 
this money itself (still into a sepa- 
rate co-op fund), will tack the cost 
of it onto each car’s list price. The 
amount of this increase has been 
variously estimated, but apparent- 
ly it will be, in the case of Ply- 
mouth, a simple $20 plus $2 for 
excise tax—$22 in all. 


s Elsewhere on Auto Alley other 
falling-in-line sounds could be 
heard. Ford Motor Co. is expected 
to announce adoption of some ver- 
sion of the new plan on Feb. 4, 
when it holds a closed-circuit tv 
(Continued on Page 85) 


Despite Southern Heductions... 


Abitibi Price Hike Presaces Boosts 
—in Newsprint, Newspaper Ad Rates 


Last Minute News Flashes 


Jaqua Named to Handle Conn Accounts 
ELKHART, IND., Jan. 4—C. G. Conn Ltd. has named Jaqua Advertising, 


through May,| 


Grand Rapids, Mich., te handle the Conn Band Instrument Co. account. 
The account, along with the Conn organ division account, was resigned 
after 36 years by McDonald-Cook, South Bend. No agency has been 
named yet for the organ division account. 


MacManus Adds Noxzema Business 


New York, Jan. 4—Noxzema Chemical Co. has named MacManus, 
John & Adams to handle the full line of Noxzema medicated shaving 
preparations; Noxzema lather shave and brushless shave have been 
added to Noxzema instant shave, which the agency already handles. 


Sullivan, Stauffer, Colwell & Bayles is the previous agency on the two 
additions. 


3 Magazines Fined in Criminal Anti-Trust Action 


WASHINGTON, Jan. 4—Three magazine publishers and four manufac- 
turers and distributors were fined by the federal district court here 
today after failing to offer a defense in a criminal anti-trust case in- 
volving alleged suppression of off-list price advertising for optical rifle 
scopes. Publishers, who still face civil anti-trust action, were the 
National Rifle Assn., publisher of American Rifleman, fined $2,500; 
Popular Science Publishing Co., publisher of Outdoor Life, $2,000, and 
Henry Holt Co., publisher of Field & Stream, $2,000. 

(Additional News Flashes on Page 89) 


Powell River President 
Says He’s Surprised at 
Smallness of Abitibi Hike 


New York, Jan. 3—Predictions 
made since last fall that newsprint 
prices would go up early in 1957 
materialized yesterday. But a price 
cut in newsprint also became ef- 
fective. 

Abitibi Power & Paper Co., third 
largest Canadian producer, with an 
annual production of about 800,000 
tons, increased its basic Canadian 
price $4 a ton to $130, and its New 
York price to $134 a ton, effective 
March 1. 

At the same time two southern 
newsprint mills have adjusted 
newsprint prices downward. Bo- 
water Southern Paper Corp., Cal- 
houn, Tenn., and International 
Paper Co., Mobile, Ala., have cut 
prices on deliveries in 14 southern 
states by $3 a ton, effective Jan. 1. 

The $4 a ton price rise by Abitibi 
is expected to be followed by other 

(Continued on Page 8) 
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Gold Seal Finds Yule 
Stencils a Gold Mine 


Introduced to Promote 
Glass Wax, Stencils 
Now Join Product Line ~ 


By Shirley Ullman 

Cuicaco, Jan. 2—How Gold Seal 
Co., Bismarck, N. D., and its agen- 
cy, Campbell-Mithun, turned a 
product merchandising idea into a 
profitable new product is an un- 
usual story, climaxed by a 29.7% 
increase in sales for the company. 


Perma-lift Print 
Campaign Features 
Damsels in Distress 


Cuicaco, Jan. 2—A rear view 
of a young lady in public tugging 
away at her ill-fitting undergar- 
ments will be almost a symbol of 
Perma-lift pantie ads to be run 
this spring by A. Stein & Co., wom- 
en’s undergarment manufacturer. 

The ad series, to appear in 
women’s magazines in March, 
April and May, will feature the 
young lady in distress (different 
costumes for different ads) as a 
sort of “before” part of the ad, 
the “after” part of which features 
a model wearing Perma-lift’s Mag- 
ic Oval panties, a pantie-girdle. 

The ads, all b&w pages, will be 
seen in March issues of Cosmopoli- 


Permalifts Magic Ovel Pentie 


cant moe | 


osvious—Gal with girdle problems 


is featured in this Perma-lift pant- 

ie ad to be run by Stein & Co. in 

the March Photoplay. Cruttenden 

Advertising, Chicago, is the Stein 
agency. 


tan, Harper's Bazaar, Mademoi- 
selle and Photoplay; April numbers 
of Charm and Good Housekeeping 
and the May Charm and Seven- 
teen. 


s In another print campaign to be 
run concurrently, Stein & Co. will 
use another lady in distress in ads 
on Perma-lift Front Hook bras. 
The gal in this series is seated at 
her dressing table going through 
gymnastics trying to fasten her bra 
in back. Headline and theme of 
these ads is “No help needed” to 
fasten bras with the hooks in front. 

The bra ads, also b&w pages, will 
appear in the April Cosmopolitan, 


Harper’s Bazaar and Mademoi-|office of Ruthrauff & Ryan 11 
selle; the May Mademoiselle and | months ago to join Campbell- 
Photoplay and June issues of) Mithun, has returned to R&R as an | 


Charm, Good Housekeeping account executive on the Minne-| 


Seventeen. 

Supplementing this schedule will 
be color ads run April 7 in 160 
dailies plus Family Weekly and 
This Week. 


go, is the agency. 


= \a contest, which would enable you 


| It all began in mid-1955, when 
| Harold Schafer, president of Gold 
|Seal, asked the company’s agency. 
Campbell-Mithun, to “think about 
some ideas for using Glass Wax 
to decorate windows.” 

The purpose was to devise a 
promotion that would level out 
the sales curve during the year. 
Traditionally, Glass Wax sales 
peaks occurred in spring and fall, 
coinciding with seasonal house 
cleaning. 


2 At Campbell-Mithun, Minne- 
apolis headquarters, the agency 
team, headed by B. E. Howard, 
account supervisor, went to work 
(Continued on Page 70) 


Americans Would 
Use Windfall for 
Travel: Curtis Study 


PHILADELPHIA, Jan. 2—If the 
average American family suddenly 
acquired a large sum of money to 
spend as its members wished, they 
would rather use it to take a trip 
abroad than for anything else. 

This finding emerged from a 
survey on vacation and travel, 
conducted by the research depart- 
|ment of the Curtis Publishing Co. 

The survey may help answer a 
question as to what is done with 
the thousands of dollars won on 
contests on tv and other media (as 
well as those who gain as a result 
of wills and other windfalls). In 
the nationwide survey, which con- 
tacted families with annua] in- 
|comes above $7,000, one of the 
questions asked was: “Suppose you 
had just won a large cash prize in 


to do any of the following things 
jin good style, which would you 
| choose?” 


Not sweet... not tatt...it’s 


| 


pleasantly dry with a natur 


Manischewitz Medium Dry Conce 


al grapey goodness 


nl 


TEST CAMPAIGN—Newspaper ads will be used on a weekly basis in 
four cities for the next six months, supplementing radio and tv 
spots, to test the sales effectiveness of combined newspaper-broad- 
cast advertising, as against broadcast media advertising alone, for 
Manischewitz medium dry Concord wine, a new product of the 
Manischewitz Wine Co. Cities selected for test are Syracuse, Toledo, 
Allentown and Norfolk. Emil Mogul Co., New York, is the agency. 


Agriculture Department 
Issues Initial Study; 
Stamp Research Proceeds 
WASHINGTON, Jan. 2—The use of 


trading stamps may contribute to 
the swing of grocery sales away 


| Of a total of 1,397 answering, 
| more checked “Take a trip abroad” 


| —259 respondents—than chose any 


other alternative. “Make a home 
improvement” was a close second, 
| with 257. “Save” was third, with 
231. 

| Other items checked by respon- 
dents were: “Take a trip to some 
jplace in the U.S.,” 200; “Buy or 
| make payment on real estate,” 123; 
“Buy furniture or home furnish- 
ings,” 87; “Buy an automobile,” 
71; “Buy a gift for yourself or 
family,” 45. There were 128 mis- 
cellaneous responses. A few re- 
spondents checked more than one 
choice. 


® In another question, respondents 
were asked to name their destina- 
tions in a hypothetical “dream 
trip”; 1,388 turned out to be willing 
to name their respective ultimae 
Thules. 

Of these, 
destinations—435 Europe, 202 Ha- 
waii, 65 Latin America, the re- 
mainder scattered locations. 

Places in the U.S. were listed 
by 390, the Pacific region by 176, 
the mountain states by 83, South 


land by 29. 
|Rahders Returns to R&R 


| James R. Rahders, who resigned 
|as vp and manager of the St. Paul 


sota Mining & Mfg. Co. account. 


‘Suberg Succeeds Clark 


| Dr. Clayton N. Clark, business 
and advertising manager of the 
Merchandising counter cards ty- | American Osteopathic Assn., Chi- 
ing in with both ad campaigns will | cago, and its publications for more 
be available to Perma-lift dealers. | than 30 years, has retired. He has 
Cruttenden Advertising, Chica-| been succeeded by Walter A. Su- 


| berg. 


933 named foreign | 


Atlantic states by 49 and New Eng- | 


from small stores to supermarkets 
and superettes, the Department of 
Agriculture said today in a pam- 
phlet discussing the impact of trad- 
ing stamps on food costs. 

The department explained that it 
has no final judgment regarding 
the impact of trading stamps on 
food costs at this time, but it re- 
ported that special studies which it 
currently is conducting soon may 
provide more conclusive informa- 
tion on this subject. 

Today’s pamphlet on “Do Trad- 
ing Stamps Affect Food Costs?” 
sought only to explain basic char- 
acteristics of stamp plans and to 
|discuss some of the relevant eco- 
|nomic problems facing retailers 
|and consumers as a result of their 
widespread use, the department 
said. 


The research now 


under way 


and copy group head of Batten 


LESLIE S. PEARL, one of the top U. S. 
copywriters, has retired as a vp| menting on the decision just hand- 


Stamp Use May Aid Supermarkets at 
Expense of Small Stores, U.S. Finds 


will develop fuller information, 
| dealing with such points as (1) the 
basic characteristics of trading 
stamp plans for food products; (2) 
some of the possible effects of the 
widespread use of trading stamps 
on marketing channels, costs, 
prices and practices; (3) responses 
of consumers to trading stamps; 
(4) extent to which changes in 
consumer buying practices will af- 
fect the sale of food and the or- 
ganization of the marketing struc- 
ture and (5) relevant legislation 


(Continued on Page 87) 


PHILADELPHIA, Jan. 2—In a unan- 
imous decision, the supreme court 
of Pennsylvania has reaffirmed its 
17-year-old ruling that trading 
stamps can be given with fair- 
traded merchandise. 

In doing so, the court upheld a 
decision by a lower court last June 
to dismiss a suit against American 
Stores by five retail druggists. The 
latter had charged that American 
Stores’ distribution of Sperry & 
Hutchinson Co.’s S&H green trad- 
ing stamps was a violation of the 
state’s fair trade laws. 

American Stores contended that 
|the decision of the Pennsylvania 
|supreme court in 1939 involving 
Lit Bros., a Philadelphia depart- 
ment store, and _ Bristol-Myers 
\clearly determined that the state’s 
fair trade laws were never intend- 
jed to apply to trading stamps. 
|American Stores. argued that is- 
suance of trading stamps is simply 
an established competitive practice 
| which fair trade laws do not pro- 
| hibit. 


Samuel B. Fortenbaugh Jr., 
counsel for American Stores, com- 


led down by the supreme court, 


Marten, Durstine & Osborn, New | said he was “gratified that another 


York, after 33 years in the agency 
| business. Mr. Pearl, who will re- 


|high court has again sustained the 
| right of merchants to use trading 
| stamps as a promotional tool with- 


_main with the agency as a con-| out violation of fair trade laws.” 


lach’s newspaper advertisements. 


sultant, has long written the Wal- 


William S. Beinecke, general 
counsel for Sperry & Hutchinson, 


| 
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Dichter Report 
Depicts Exec as 
‘Warrior-Priest’ 


Associates Should ‘Help 
Father-Chieftain in 
Overcoming Self-Doubts’ 


New York, Jan. 2—The some- 
times poetic motivation research 
field has dipped into its metaphor- 
ical sock and come up with some 
new descriptions of the business 
executive—as a “warrior” who 
“fights for profits” and a “priest” 
who “is an ally of God.” 

Dr. Ernest Dichter, president of 
the Institute for Motivational Re- 
search, is the author of these fig- 
ures. They appear (in prose) as 
part of a report on the Executive 
Mind which the institute has pub- 
lished in the January issue of its 
“Motivations” magazine. 

The report finds that, by temper- 
ament (and subconsciously), the 
executive plays two main social 
roles: He is a warrior battling for 
profits, who is proud of his energy 
and efficiency and “claims a priv- 
ileged status.” He is also a priest 
who “wants to be of service, has a 
moral mission, is an ally of God 
and keeps his flock together.” 


® Despite this highly dramatic so- 
cial self-coloration, the same “born 
executive” has special talents “in 
the direction of reality and organi- 
zation of reality.” Or at any rate his 
superior “psychic energy” is “dis- 
tributed” in that direction, says the 
report. 

What does it all mean for this 
executive’s associates? Well, who- 
ever denies him the satisfactions 
derived from his compulsion to 
play the warrior-priest (also 
termed “father-chieftain” in “Mo- 
tivations”) is rubbing him the 
wrong way. 

By the same token, “presenting 
any matter to him in the light of 
his compulsions or helping him 
overcome his self-doubts will gain 
his trust, his confidence, his at- 
tachments,” the Dichter report 
finds. 


Pennsylvania High Court Reaffirms Stand: 
Trading Stamps Don't Violate Fair Trade 


issued a statement in which he de- 
clared that his company and Amer- 
ican Stores are “not opposed in 
any way to laws that protect the 
small and independent merchant 
from unfair competition. Issuance 
of stamps is a discount for payment 
of cash,” he said, “not a price cut, 
and, therefore, fair trade laws are 
in no way applicable to trading 
stamps. 

“As in the past,” Mr. Beinecke 
said, “it is our desire to protect 
our customers’ right to _ issue 
stamps as well as the public’s right 
to save stamps. If trading stamp 
opponents attempt to bend these 
laws to the use of selfish interests, 
we will always be vigorous in pro- 
tecting our rights.” 


Bireley’s Introduces Capri 
in Oakland After Test 
Following a year of testing, Bire- 
ley’s division of General Foods 
Corp. has introduced a new car- 
bonated beverage, Capri, in the 
Oakland, Cal., market. It is being 
sold as a soft drink and a mixer. 
Bireley’s Capri Co. of Oakland, 
which bottles the drink, is using a 
strong newspaper campaign to in- 
troduce Capri. In addition, tie-ins 
with national liquor brands are be- 
ing used in retail liquor outlets and 
supermarket liquor departments. 
Expansion of distribution 
throughout northern California is 
planned in the near future, and 
nationally at a later time. 
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Ads Can Close Gap When Standards 


of Living Lag Behind Income: Resor 


JWT Chairman Sees 
U. S. with $600 Billion 
National Product by ‘65 


New York, Jan. 


News & World Report. “There are | 
plenty of things people need right | 


now, and production can provide 
the purchasing power. The import- 
ant place of advertising in our ex- 


|panding economy seems obvious.” 
2—Stanley | 


Mr. Resor said the U.S. median 


Resor, board chairman at J. Wal- | income “could soon exceed $6,000,” 


ter Thompson Co., 


standards by 50% and to push the | 


Sale of $600 billion worth of gross | 


national product—both by 1965. 
“We can sell a $600 billion out- | 
put,” said Mr. Resor in an inter-| 


view in the Jan. 4 issue of U.S.| 


looks for adver- | and he predicts that spending for | 
tising to boost American living | goods and services will have to be | 


increased by $150 billion a year. 
In the view of the agency chief, | 


| advertising both creates wants and | See 


| tells people of things they can 
have. 


(Continued on Page 87) 


‘More Nearly Uniform’ 


Rate Structure Urged 


on Weekly Newspapers by lowa Adman 


Iowa Clty, Jan. 
tablish more nearly uniform na- 
tional advertising rate structures 
which are realistically related to 
circulation, according to Roger 
Stachour, writing in the last of a 
series of three articles on weekly 
newspaper advertising in the lowa 
Publisher, published at the State 
University of lowa. 

Mr. Stachour is now on the ad- 
vertising staff of the Anchor, 
Northwood, Ia. The articles are 
based on an ad rate study which 
he conducted as a graduate stu- 
dent in the university’s school of 
journalism. 

“Absolute uniformity in adver- 
tising rate structures is probably 
impossible, and probably undesir- 
able, because of differences in lo- 
cal publication costs and factors of 


Stewart, Dougall 
Is Assigned IARI's 
First Motive Study 


New York, Jan. 3—The Indus- 
trial Advertising Research Institute 
embarks on its first venture into 
motivational research with the 
award of an interview-in-depth 
project to Stewart, Dougall & As- 
sociates. 

The institute hopes to come up 
with findings which will show the 
way toward new techniques in 
solving everyday advertising prob- 
lems. 

“We are looking for results 
which can be used, not just be 
interesting,” Dr. Joseph E. Bach- 
elder, managing director, stated. 

Interviews will be aimed at pro- 
ducing information which can be 
applied in four possible areas: 
Who buys? Why? What do you tell 
them? How do you do it most ef- 
fectively? 

The researchers will divide in- 
dustry into three categories, with 
eight companies in each category. 
From three to five people in each 
company will be interviewed. 


s The study already is under way, 
and a preliminary report is ex- 
pected in about ten weeks. A final 
report will be submitted for re- 
view to the IARI project council 
in about three months. The coun- 
ci] expects it will be six months 
or more before the evaluation is 
complete and the study published. 

All members of the IARI will 
receive a complete report, and a 
condensation will be sent to the 


National Industrial Advertisers 
Assn. for further distribution on 
its part. 


Members of the IARI project 
council are George Robertson, 
General Electric Co., chairman; 
Robert Uhl, Batten, Barton, Dur- 
stine & Osborn; J. D. Wood, Jones 
& Lamson Machine Co.; H. E. Van 
Petten, B. F. Goodrich Co.; John 
Veckly, U.S. Steel Cor,., and Dr. 
Charles Winick, Queens College. 


2—Weekly | local market and competition,” he 
newspaper publishers should es- | writes. 


“However, approximate 
uniformity is desirable as an aid 
in making weekly newspaper space 
more salable to national adver- 
tisers.” 

Publishers should consider costs 
of production, circulation, compe- 
tition, rates of comparable newspa- 
pers, market potential and quali- 
ty of publication when establishing 
advertising rates. In addition, rate 
structures should be reviewed 
periodically in respect to current 
costs of production and adjusted 
accordingly, he says. 


s Newspapers with a differential 
between their national and local 
display rates that is greater than 
that generally accepted as fair in 
the trade, should decrease the dif- 
ferential. Newspapers which do not 
net their average local rate from 
space sales to national advertisers 
should expand the differential, Mr. 
Stachour writes. 

He also suggests that weekly 
publishers maintain a linage record 
for the basic classifications of ad- 
vertising—national, local, legal, 
and classified—in order to deter- 
mine sources of greatest profit and 
to spotlight areas that need promo- 
tional attention. 

For local advertising, he recom- 
mends display-rate discount plans 
as valuable space-selling tools. 
Prompt-payment discounts can 
minimize long-term bookkeeping 
and bad-debt losses, he says. 


® In an earlier article in the series, 
Mr. Stachour recommended the 
elimination of double-billing in the 
field of cooperative advertising. He 
found that 56 of the 99 publishers 


who participated in his study felt | 
double-billing was a poor practice, | 


while 43 upheld it. 


Pampered is RIGHT! 

fram growes for 


= = 

PAMPERED POTATOES—Circle K brand 
potatoes, not previously adver- 
tised to consumers, are being pro- 
moted in newspapers and radio in 
the Portland, Ore., area by Fred 
Klug Co., potato distributor. Pacif- 
ic National Advertising Agency, 

Portland, is the agency. 


Insurer Groups 
Intervene in Test 
of FTC Authority 


HARTFORD, Jan. 2—The Federal 
Trade Commission’s assertion of 
jurisdiction over the interstate 
advertising of insurance compan- 
ies has been chal.enged by the 
American Life Convention and 
the Life Insurance Assn. of Amer- 
ica. 

The national organizations’ chal- 
lenge came in an “amici curiae” 
brief submitted to the U. S. circuit 
court of appeals in the first federal 
court test of the commission’s 
claim. 

The case arises from an FTC 
order that the American Hospital 
& Life Insurance Co., San Antonio, 
discontinue the making of certain 
representations in brochures sent 
from its home office to its agents. 
The advertising has been halted. 

ALC and LIAA contend that 
questions on such advertising have 


been “properly determined” by 
state insurance commissioners, 
|}acting under state laws. They 


argue that the commission ruling 
“casts doubt” on the validity of 
state statutes. 


| 


POTATOES 


Prophets See Bigger 


Profits Ahead in ‘57 


First 6 Months Look 
Good if Peace Persists, 
Say U.S. Business Seers 


Cuicaco, Jan. 2—The new year 
will be a better one for business 
than 1956, if the majority of busi- 
|ness experts are as accurate as they 
were in predicting the success of 
11956. 

Athough it is generally forecast 
| that many new business records 
|will be established this year, the 
irate of expansion of the nation’s 
/economy may not be as fast this 
|year as it has been in the past two 
| years, according to the predictions. 


| 
Ward's Spring Book 
Features Fashion, 


Sale Book Savings 


Cuicaco, Jan. 2—A trend by the 
mail order houses, which long have 
carried budget priced and styled 
women’s clothing, toward a line 
of high style and fashion in wom- 
en’s wear (AA, Dec. 31, '56), gets 
a forward push in the 1957 spring 
and summer catalog of Montgom- 
ery Ward & Co., put into the mails 
today. 

Ward’s book uses New York 
models to present its fashions in 
the first 112 pages, many in full 
color. Emphasis is on the “My Fair 
Lady” look and complete costum- 

(Continued on Page 42) 


San Francisco, Jan. 2—Califor- 
nia’s wine industry, through the 
Wine Advisory Board and its 
agency, Roy S. Durstine Inc., is 
starting the new year by launch- 
ing a $500,000 advertising and sales 
promotion campaign to extend over 
the first six months of 1957. 

Ads for California wines will 
appear in 21 magazines, in news- 
papers and on tv networks, and 
new promotional and display ma- 
terial will be distributed to whole- 
salers and retailers. 

Keynote of the campaign will 
be the theme: “Wonderful with 
California wines.” Ads will give 
special attention to wine with 
cheese and crackers and wine 
with fish, ham and turkey. 

The $530,000 schedule will run 
through June for magazine cover- 
age. Newspaper advertising will 


Uhl Veckly 


RESEARCHERS—Mctivation research techniques, as ap- 


plied to industrial advertising, are 


the motivation project council of the Industrial 
Members shown 
here are George Robertson, General Electric Co. and 


Advertising Research Institute. 


Snyder Bachelder 
being studied by 
Wood, Jones & 
Batten, 


Wood 
committee chairman; Dr. J. E. Bachelder, managing 
director of IARI; Harold Snyder, Arcos Corp; J. D. 
Lamson Machine Co.; Robert Uhl, 
Barton, Durstine & Osborn; John Veckly, 
U.S. Steel, and Dr. Charles-Winick, Queens College. 


Some seers feel that the boom 
|might level off around the middle 
| of the year and that a mild down- 
ward trend may occur during the 
latter half of the year. Others are 
worried about the possibility of 
war in the Middle East, “tight” 
credit and inflation. 


8 Secretary of Commerce Sinclair 
Weeks predicts that over-all em- 
ployment, income and production 
will be higher in 1957 than the year 
just closed. He points out that 
people are earning more and 
spending more, confidence is 
strong, prosperity is widely shared 
and capital investment is at a high 
level. 

“Tight” credit possibly may re- 
duce spending by consumers and 
curb investment and improvement 
programs contemplated by large 
companies. Home construction—a 
soft spot in the 1956 economy—is 
expected to be about the same this 
year, but all kinds of new building 
in 1957 are expected to show slight 
increases over last year. 

This is how the seers see 1957: 


e General Business: The consensus 
is that 1957 will be moderately 
better than 1956, according to the 
Chamber of Commerce of the U.S. 
It urges, however, that the new 
year be viewed with “mild, cauti- 
ous optimism—disciplined optim- 
ism.” The U.S. economy is sound, 
the chamber says, but dark clouds 
are cast by the Suez and Middle 


(Continued on Page 90) 


California Wine Campaign Promotes Use 
with Cheese, Crackers, Turkey, Ham, Fish 


start in February and continue into 
May. Tv spots will start the week 
of Jan. 21 and end the week of 
April 22. 


® In Life’s March 25 issue, a color 
photo of wine with cheese and 
crackers will occupy a full page. 
An additional 20 b&w ads in two- 
thirds and half-page units will 
be used in several issues of Gour- 
met, Life, McCall’s, The New York- 
er and Sunset Magazine. 

Other ads will appear in bever- 
age trade and hotel and restaurant 
business publications, as well as 
in medical journals. 

Newspapers in 60 markets and 
ty stations in 20 markets will carry 
the message to readers and viewers 
in 23 states. The jingle “Always 
ask for wines of California” again 
will be heard by tv audiences in 
the spot commercials. 

For point of sale promotion, an 
8-piece display kit will be distrib- 
uted to wholesalers and retailers. 
i will include four-color posters 
for use in wall displays, as well as 
| in counter or banner displays. One 
| large poster, mounted on an easel, 
will tie in with the Life page. 
Edmund A. Rossi, manager of 
'the Wine Advisory Board, reports 
the California industry expects 
sales “among the highest on record 
for the spring season.” 


|@ Mr. Rossi reported that Califor- 
nia winery shipments for 1956 
“probably will exceed 123,000,000 
gals.,” topping last year’s sales by 
| 5,000,000 gals, or 4%. 

| Don W. McColly, president of 
| the Wine Institute, declared, “This 
is only the beginning . - within 
|the next few decades even this 
year’s sales figures may be dou- 
bled. 

“It may well be,” Mr. McColly 
continued, “that the continuing 
promotional and merchandising 
activity in behalf of individual 
brands and on a non-brand indus- 
try-wide basis is beginning to build 
up some cumulative momentum.” 
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s}* Newhouse newspapers, the Post- 
ome Dailies Ban Standard and the Herald-Journal, 
declined “Baby Doll” advertising. 
The Post-Standard said editorially 
Baby Doll Ads: that the movie violated “every ten- 
4 +|\et of good taste, morality and up- 
a rightness” but made no reference 
Warner Rejoices 
J Apparently the ad ban was not 
universal with Newhouse papers, 
(Continued from Page 1) since the Long Island Press, anoth- 
reach 1,400 by the end of the/er in the chain, today published a 
week. He said the prints of the film | “Baby Doll” insertion. 
have been increased by 75 to a| The Troy Record and the Times- 
total of 425. An average number of| Record also have barred “Baby 
prints for a Hollywood movie, he! Doll” advertising. 
said, is about 350. | Advertising for the movie is be- 
jing handled by Blaine-Thompson, 
= Mr. Taplinger “guessed” that| which is said to be spending about 
“Baby Doll” is slated to gross about | $1,000,000 on the movie’s promo- 
$6,000,000 at the box office. Ac- | tion. About 25% of this sum was 
cording to Variety, only seven | said to be earmarked for tv and 
movies grossed over $6,000,000 in radio spots. 
1956. They were “Guys & Dolls,” 
$9,000,000; “King and I,” $8,500,-|# Meanwhile, trade sources regard 
000; “Trapeze,” $7,500,000; “High |“Baby Doll” as an “exploitation 
Society,” $6,500,000; “I'll Cry To-| picture.” If there had been no pub- 
morrow,” $6,500,000; “Picnic,” $6,- | lic condemnation of the film, they 
300,000, and “War and Peace,” “Baby Doll” would have 
$6,250,000. | wound up “as an art theater of- 
Meanwhile, in Syracuse, the|fering,” with small profit. 


In Chicago, the outdoor medi- 
um’s trade group, Outdoor Adver- 
tising Assn. of America, recom- 
mended against its members car- 
rying outdoor postings on “Baby 
Doll,” and reaped some embarrass- 
ment in the process. 

The trouble was that the recom- 
mendation came too late—a num- 
ber of outdoor companies had al- 
ready posted the ads, including the 
country’s largest, Genera] Outdoor 
Advertising, Chicago. GOA decided 
to keep the ads up in spite of 
OAAA, and there they stay. 

Other OAAA members, how- 
ever, had already turned down 
Baby Doll on their own hook. 


K&E Elects Swenson, Young 

Lester A. Swenson and Robert 
W. Young Jr. have been elected 
vps of Kenyon & Eckhardt, New 
York. Before joining K&E in 1950, 
Mr. Swenson was with Williams 
& Saylor Inc. Mr. Young, at one 
time a brand manager with Proc- 
ter & Gamble, joined the agency 
last September from Golden Gift 
Inc., where he was a vp and di- 
rector. 


if 
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advertising in the Tulsa 


Tribune preferred 


Empire. 


321 


(FHA January 1956 Report) 


Beautiful, bustling Tulsa . . 
World, and fast gaining new fame as the Water 
City of the Southwest . . . is perched right in the 
center of the billion-dollar Magic Empire. Tulsa’s 
water supply is geared to twice its present popu- 
lation; in fact, the source of supply will meet 
the demands of a million population. 


people in the fabulous, 


*9/30/56 ABC Publisher’s Statement 


. Oil Capital of the 


Metropolitan Tulsa’s 321,241 residents also 
share an effective buying income of $528 million 
dollars; Get YOUR share of this rich market by 


World and the Tulsa 
reading of *169,185 
billion dollar Magic 
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OFFICES IN THE PRINCIPAL CITIES IN THE U.S.A. 


Damsel in distress will be theme of 
Perma-lift’s print drive in ........Page 2 
Trading stamps don't violate Pennsyl- 
vania’s fair trade law, court reaf- 
Gold Seal levels off Glass Wax sale with 
Yule window decoration gimmick Page 2 
A trip abroad is what American families 


would buy with “windfall,” Curtis 
Business man is a “warrior- -priest,” Dr. 
Ernest Dichter says ........... Page 


Trading stamps may help supermarkets at 
expense of small stores, government | 
Stanley Resor, IwT chairman, sees adver- 
tising boosting living standards 50% in 
Page 3 
Use California wine wi fish, cheese, ham, 


Stewart, Dougall & Associates gets Indus- 


Weekly newspapers urged to establish 
more uniform rates by lowa newspaper 


Spiegel has Paris originals ............. Page 3 
Business prophets see 1957 as a better 
business year than 1956 .................... Page 3 
Both Syracuse dailies drop ads for con- 
troversial movie, ‘‘Baby Doll” ...... Page 3 
Quantity purchase savings offered in 
Northwest Mutual insurance plan Page 6 
Von Tress succeeds Kohler as Curtis senior 
vp and ad director ......... ..Page 6 
Singer Sewing Machine instruction booklet 
is all pictures... no words ....... Page 16 
Burmah-Shell Oil's current ads stress role 
in building new India .... Page 20 
Cathay Ltd., Far East agency, acquires 
Millington Ltd., has $1,000,000 billing po- 
tential as a result .........6...6 Page 2 
Germany's Bayer launches ads to regain 
lead in world markets . Page U4 
Hotel ad promoting weekend in home- 
town gets surprising response ...Page 27 
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Highlights of This Week's Issue 


WRCA fines tv comic $675 for three free 
Page 
Sweden outdistances other Scandinavi- 
an countries in ad activity, study 
Page # 
States, not federal government, should en- 
force health insurance ad rules, Ne- 
braska Official Page 62 


Treasury will “improve” savings bonds, 
won't comment on Harper's cost-of- 
living escalator proposal ............. Page 66 

Mutual tests ‘$1,000,000 Quiz” in James- 
town, N. Y. 67 

Paul Garrett, GM's pr head, retires at 65— 
to his own consultant office .......... Page 78 


Animation Inc. sues Mike Todd for ‘‘pira- 
cy” in epilog to “Around the World 
in 80 Days” 

French ad practices defended by French 
ad official . Page 82 

Youngstown Kitchens will use a tv spec- 
tacular to introduce Monterey kitchen 
Page 83 


trial Ad Research Institute’s first moti- | Off-the-street-club for traveling salesmen 


suggested by Louisville exec ...Page 83 
ABC Radio raises morning rates effective 


Page #4 
Free polio shots for employes urged by 
Page #4 


Chicago Art Directors Club, university 
join forces to present “creativity” lec- 
Page 87 


REGULAR 


Advertising Market Place . 
Creative Man's Corner ........ 
Department Store Sales .... 
Drawthinks 
Editorials ........... 
Empleoye Communications 


Getting Personal . 

Looking at Radio TV. 

Looking at Retail Ads .................... 
On the Merchandising Frent . ‘ 8 
Photographic Review 


Production Tips. 


Quiz contestant sues “Big Surprise’ after 


Las Vegas hotel finds free-loading news- 
paper men expensive ................... Page 32 


muffing $10,000 question ................ Page 28) 


Rough Proofs .. 2 
This Week in Washington ........................... 48 
| Voice of the Advertiser 


Lucky Stores Acquires 
Cardinal Grocery Chain 


A new giant in the retail food 
industry of California has been 
created with the acquisition by 
Lucky Stores Inc., San Leandro, 
of the 32 Cardinal Grocery Stores 
Inc. in the Sacramento Valley 
through an exchange of stock. 
Cardinal has become a_ wholly 
owned subsidiary of Lucky. The 
four Lucky stores in Sacramento 
will be consolidated with the 32 
Cardinal stores and the group will 
be operated as the “Cardinal Di- 
vision” of Lucky Stores. 

The merger makes Lucky second 
among retail grocery outlets in 
California, with 95 stores and cur- 
rent sales in excess of $120,000,000 
annually, compared with $44,000,- 
000 sales in 1955. 


Form Design Company 

Trombley, Pisani & Trombly De- 
sign Corp., a new company, has 
opened offices at 1100 N. Wood- 
ward Ave., Birmingham, Mich. Of- 
ficers of the new company are 
Bertrand N. Trombley, president; 
George V. Pisani, vp, and Edgar F. 
Trombly Jr., vp and treasurer. The 
three principals were formerly of- 
ficers and partners of W. B. Ford 
Design Corp., Detroit. 


GM Production Down in ‘56 


General Motors, Detroit, pro- 
duced 3,699,144 passenger cars and 
trucks in the U. S. and Canada 
during 1956, compared with 4,649,- 
276 units produced in 1955. Of the 
total units produced in 1956, 3,- 
210,606 were passenger cars and 
488,538 were trucks. 


said to be the largest can 


REPRESENTED JA 


In one way—new downtown dil across the Mis- 
sissippi river to link city with rapidly developing 
West Bank. Well under way, the $59 million span— 


Big New Orleans market 
gets bigger: 


4 


tilever in U. S.—is expected 


to be completed in December, 1957. This is artist’s 
conception of what will be the second bridge across 
Mississippi in metropolitan New Orleans. 


The 
NEW ORLEANS STATES 


Inc, 


& 


| 
| 
| Insurance groups challenge FTC's jurisdic 
tion over interstate ads Page 3 
Ward catalog offers high spring fashions 
population of SS 
SS 
YY S 
| 
LA 
| 4 
2 / \ | 
| ~ 4 
~ 
é 
A > 
~ 
> 


...and the book is Better Homes and Gardens! 


month after month.., 


One example of how BH&G readers live by their favorite 
magazine: 9,400,000 said they referred to one or more 
back issues, 4 to 12 months old, within the past 4 weeks. 
Better Homes and Gardens lives with the family —judged 


by its usefulness instead of its date. 


15,500,000 people read an average issue of BH&G! One 
third of the 123,800,000 people 10 years of age and older 
in the U.S. read one or more of every 12 issues. That’s 
44,150,000 people—and over 40% of them are men! 
Meredith Publishing Company, Des Moines 3, lowa. 


ee? 


} 


1512 million’ men and women‘“live by the book” 


4,250,000 DELIVERED COPIES EACH MONTH 


during the year... 


America 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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New Insurance Plan 
Offers Savings for 
Quantity Purchases 


MILWAUKEE, Jan. 2—Northwest- 
ern Mutual Life Insurance Co. and 
its agencies will place special con- 
sumer advertising in the next 
month for a new scale of quantity- 
discount insurance payments which 
it says is the first ever offered by 
a major insurance company. 

The new plan is being billed as 
“Quantity-Earned Savings” and is 
applied in two steps. Northwestern 
Mutual’s current premium rates 
will still apply for policies with 
face values up to $5,000. 

Above that, however, the annual 
premium per $1,000 of insurance 
drops a dollar, and on policies of 
$10,000 or more the annual pre- 
mium declines an additional 25¢ 
per $1,000, for a total of $1.25 be- 
low the current price. For policies 
already in effect, the “QES” plan 


will be made retroactive to 1947, it) 
| reproductions of the Newsweek ad | 


was said. 


Robert E. Dineen, vp of North- 
western Mutual, explained that 
certain office and medical ex- 
penses are the same, regardless of 
the size of a policy. “Therefore, 
per thousand of face value, there 
is less expense involved in a policy 
for $5,000 or $10,000 than in a 
smaller one. 


s “The idea of dollar savings for 
quantity purchases—well estab- 
lished in all American business—is 
not new to life insurance,” he add- 


ed. “It has long been established | 


in ‘special’ policies. 

“Now, for the first time, the 
principle is being applied by a 
major company to all its plans of 
insurance.” 

Northwestern Mutual will make 
essentially that explanation of the 
new plan in b&w pages in News- 
week, Jan. 21, and Time, Feb. 4. 
Its $1 general agencies will fol- 
low with newspaper ads announc- 
ing the plan, for which the home 
office is supplying copy and mats. 
In addition, the company will use 


as part of a sales kit being pre-|are “Tic Tac Dough,” “NBC Mat- 

pared for its 3,500 agents. inee Theater,” “Modern Romances” 

J. Walter Thompson Co., Chi-|and “Comedy Time.” 

cago, is Northwestern Mutual’s|schedule is in addition to “Kraft 

agency. 'Television Theater” shown 
Wednesday evenings. 


Universal Oil Establishes 
Market Research Department | Wisconsin League Elects 
Universal Oil Products Co., Des| William Huffman Jr., publisher 
Plaines, Ill., a petroleum process| of the Wisconsin Rapids Tribune, 
development organization, has es-| has been elected president of the 
tablished a market research and|Wisconsin Daily Newspaper 
economics department to help in-|League. Other new officers are 
dustry “think out” problems of|John R. Riedl, general manager of 
plant expansion, modernization|the Appleton Post-Crescent, vp, 
and new refineries, according to|and Harry R. LePoidevin, 
the company. publisher of the Racine Journal- 
The department will be headed | Times, secretary-treasurer. 
by Samuel W. Curry, petroleum | 
economics specialist wtih six years’| Van Auken Retires 
experience in UOP sales and mar-| Cjaude L. Van Auken, formerly 
keting posts. editor and publisher of Mass 
Transportation, has retired. He 
Kraft Buys Daytime TV Shows | joined the magazine, then Electric 
Kraft Foods Co. will sponsor seg- | Traction, in 1918. Since 1955, when 
ments of four daytime NBC-TV/| Hitchcock Publishing Co., Whea- 
network shows—the compa ny’s| ton, Ill., purchased the magazine, 
first major daytime participation.; Mr. Van Auken has been a con- 
The four shows, all on Thursday, | sultant. 


Variations 


A child’s fingers strike a chord—and it be- 


comes a key unlocking doors to new worlds. 


The glowing tone and sensitive response of 


the Steinway lead him along the paths to crea- 


tive accomplishment. He is heir to the things 


money can't buy! 


The Steinway tradition of unhurried crafts- 


manship and devotion to perfection is widely 


on a theme 


and well known. To millions the name Stein- 
way is a synonym for piano and the “Instru- 
ment of the Immortals.” 

National advertising plays many variations 
on this theme—that there is only one incom- 
parable Steinway! We have been proud to 
serve Steinway & Sons since 1900, more than 
half of their 102 years. 


N. W. Ayer & Son, Inc. Philadelphia - New York + Chicago + Detroit 


San Francisco - Hollywood + Boston + Honolulu 
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Von Tress, Schruth 


The new) 


Given New Posts in 
Curtis Exec Shuffle 


PHILADELPHIA, Jan. 2—Edward C. 
Von Tress, vp and executive direc- 
tor of advertising of Curtis Pub- 
lishing Co., has been named senior 
vp and advertising director, suc- 
ceeding Arthur W. Kohler, who is 


co- | 


E. C. Von Tress Peter Schruth 


retiring. Mr. Von Tress’ former 
position will not be filled imme- 
diately. 

Curtis has also made a number 
of shifts in the advertising execu- 
tive lineup of The Saturday Eve- 
ning Post and Holiday. Peter E. 
Schruth, formerly vp and ad di- 


Arthur Kohler E. Kent Mitchel 


rector of Holiday, has been named 
to the new post of vp and, execu- 
tive director of advertising for the 
Post. 

Mr. Schruth’s former post has 
been filled by E. Kent Mitchel, who 
has been sales manager for Holi- 
day. Mr. Mitchel has been suc- 
ceeded by Ralph W. Hench Jr., 
publication manager of Holiday. 
John L. Collins, formerly promo- 
tion manager of Holiday, succeeds 


Ralph Hench 


John Naylor 


Mr. Hench, and Gordon G. Ryan, 
of Holiday’s sales staff, succeeds 
Mr. Collins. 

George H. Oestreich Jr. of the 
Holiday sales staff has been named 
to the new post of assistant pub- 
lication manager of Holiday in its 
New York ad office. 

On the Post staff, meanwhile, 
John L. Naylor, formerly eastern 
regionaj sales manager of the mag- 
azine, has been named sales man- 
ager, succeeding Samuel Y. Edger- 
ton, who is serving in an advisory 
capacity until he retires in June. 

Mr. Naylor’s former post has 
been filled by Edward J. Chaffin, 
western regional sales manager of 
the Post. Orin S. Wernecke, Post 


manager in Minneapolis, succeeds 
|Mr. Chaffin, and Harrison W. 
| Bullard of the New York ad staff 
| succeeds Mr. Wernecke. 


DO-IT-YOURSELF ADVERTISING 
ANNOUNCEMENT FROM TPA 
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total advertising pages carried by VOGUE in 1956 —more pages 
than any other women’s magazine, mass or class, in America. 


total gain in advertising pages for VOGUE in 1956 over the 
previous year—the largest page gain of any fashion magazine. 


total number of advertising pages by which VOGUE leads its 
closest competitor among all fashion magazines in 1956. 


... the sum total of these facts is this: manufacturers of 
apparel and accessories, retail stores and general adver- 
tisers who sell to women know that fashion is their most 
powerful selling force . . . know that VOGUE is the major 
fashion force in America. Year after year that knowledge 
adds up to VOGUE’s dominant advertising leadership. 


420 Lexington Avenue, New York City 17, New York 
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Abitibi Price Hike Presages Boosts 
—in Newsprint, Newspaper Ad Rates 


(Continued from Page 1) 


Canadian mills within the next 
couple of weeks. It is the usual pat- 
tern. 


s Whether the southern mills that 
reduced prices will revise their 
quotations upward as a result of 
higher Canadian prices remains to 
be seen. At Bowater Paper Co. 
here, selling agent for all North 
American Bowater mills, it was 
said that the company has been 
considering a price increase but has 
reached no decision. Moreover, it 
was pointed out that the price cut 
in the South was an equalization of 
the price differential between New 
York and southern base prices. 
Southern newspapers have been 
paying about $4 a ton more than 
the New York base price of $130. 

In the paper market here it is 
considered likely that if the New 
York base price becomes $134 a 
ton the new $130 quotation in the 
South will be upped to the same 
parity. 


® Newspaper publishers reacted 
quickly to the new price hike. 

William Dwight, president of the 
American Newspaper Publishers 
Assn., and publisher of the Tran- 
script-Telegram, Holyoke, Mass., 
declared there was no justification 
for the increase. 

“We don’t believe conditions in 
the newsprint manufacturing in- 
dustry justify this,” he said. “The 
newsprint manufacturers are reap- 
ing record profits in contrast to the 
daily newspapers that are finding 
increasing economic pressures 
which make it more and more dif- 
ficult to maintain safe profit mar- 
gins necessary to fulfill their obli- 
gations as the basic mass medium 
of communications. 

“Serious consequences can result 
from this action,” Mr. Dwight said. 
“The single redeeming factor is 
that the old policy of overnight 
price increase notices has been 
abandoned and in this instance a 
60-day notice is made.” 


® In Washington, the Federal 
Trade Commission, which has been 
checking up on newsprint prices, 
is expected to take action within 
the next few days. A House news- 
print subcommittee is also expect- 
ed to do something about the sit- 
uation. 

Higher newspaper advertising 
rates are seen as inevitable. F. M. 
Flynn, president of the New York 
News, is quoted in today’s Wall 
Street Journal as saying that a $4- 
a-ton price increase in newsprint 
would add up to over $1,000,000 in 
annual costs for his newspaper. The 
News has already announced an 
advertising rate boost of 5%, effec- 
tive March 1, but, Mr. Flynn said, 
the new rates would not cover the 
higher newsprint costs and the 
new higher labor costs made re- 
cently. 

Frank L. Taylor, executive vp of 
the New York Herald Tribune, 
said that he believed most of the 
other Canadian producers would 
make similar price advances with- 
in about ten days, following the 
historic pattern. 

Amory H. Bradford, secretary of 
the New York Times, said that 
higher newsprint prices mean that 
newspapers will have to raise sub- 
scription charges or advertising 
rates to offset the higher costs. 


® In Canada, M. J. Foley, president 
of the Powell River Co., another 
major newsprint producer, ex- 
pressed surprise that 


Press quoted Mr. Foley as saying 
a boost of $8 to $10 would be “more 
realistic.” 

While most mill representatives | 
here had received no word on high- 
er prices from their home offices, 
it was generally conceded that the 
customary practice has always 
been for most mills to follow either 
an upward or downward price 
trend. In fact, most mills have stip- 
ulations in their contracts making 
quotations subject to change in 
case of a change in price by leading 
competitors. 


® The last general increase of $4 
a ton went into effect early in 1956. 
In the fall of 1955 Anglo-Canadian 
Pulp & Paper Mills raised prices 
$3 a ton, effective Nov. 1. Other 
mills followed, some advancing 
prices $5 and $4 a ton. By Jan. 1, 
1956, the situation had settled to 
a more or less general price in- 
crease of $4 a ton. 

Newsprint consumption during 
the first 11 months of 1956, accord- 
ing to ANPA figures, increased 
about 3% over the comparable pe- 
riod of 1955. Newsprint produc- 
tion during the first 11 months of 
56 was 6.2% higher than in the 
like period of '55. Thus, produc- 
tion has been running approxi- 
mately 3% ahead of consumption. 
The black market operations that 
existed even a year ago have con- 
siderably lessened, which makes 
this latest hike more difficult for 
newspaper publishers to take. 


NO PAPER SURPLUS FROM 
C-C MAGAZINES’ FOLDING 

New York, Jan. 3—Will the 
folding of Collier’s and Woman’s 
Home Companion ease the book 
paper situation? 

The answer seems to be yes and 
no, depending on type of paper. 

Crowell-Collier’s three maga- 
zines, the two mentioned above and 
American Magazine, which sus- 
pended last summer, used a total 
of 72,900 tons of paper annually. 
Most of this was super-calender 
| stock. 

Of this total, Mead Papers Inc. 
supplied 41,200 tons; Oxford Paper 
Co., 18,700 tons; International 
|Paper Co., 9,000 tons, and Gould 
Paper Co., 4,000 tons. In addition, 
St. Regis Paper Co. supplied the 
|C-C organization with a variable 
|}amount of stock as needed. 


® Spokesmen for the paper com- 

panies told AA that the termina- 

tion and adjustment of their con- 
| tracts with the publishing company 

will not produce a paper surplus. 
|All producers are converting pro- 
|duction to other types of paper to 
catch up on orders. Most of this 
conversion is expected to go into 
j}machine coated stock, which is 
| still in tight supply. 


s While most mill representatives 
will not commit themselves on 
prices beyond saying that prices 
are likely to continue firm, it is 
| understood in the local paper mar- 
ket that a price rise may be ex-| 
|pected by mid-year. Freight rates | 
| went up Jan. 1 nearly 74%. Be- 
|}tween February and July labor 
contracts will be negotiated by 
most mills. The new wage scale 
pattern will begin to take shape 
soon after March 1. Newsprint 
prices are going up. So, mill men 
say, “with rising costs, an adjust- 
ment of prices would seem to be 
more than likely.” 


Grant Adds Cushman Motor 


Grant Advertising, Detroit, has 


‘limely salute to a world on wheels 


SALUTE—Continuing its institutional 

campaign in 1957, the Watchmak- 

ers of Switzerland ran this 7x10” 

insertion in all Detroit newspapers 

as a tribute to the auto industry. 

Foote, Cone & Belding, New York, 
is the agency. 


‘Erie Times’ Ad 
Users Get Free Ride 
in New ‘Erie News’ 

Eriz, Pa., Jan. 3—Advertisers 
having space scheduled in the Erie 
Times currently will get a free 
ride in the new Erie Morning News 
throughout this month. 

The Erie Morning News will be 
launched on Jan. 7. The Erie Dis- 
patch, just purchased by the Times 
(AA, Dec. 31, ’56), will be discon- 
tinued on Jan. 6. Both the Times 
and Dispatch are evening papers. 
A new Sunday edition, the Sunday 
Times-News, will appear on Jan. 
13. 

Advertisers having current ex- 
clusive schedules in the Dispatch 
may authorize their schedules to 
be switched to the Times at the 
present 27¢ rate through January 
only, the newspaper announced 
through its representative, the 
Katz Agency. 


s Beginning Feb. 1, 1957, the an- 
nouncement continues, all current 
daily accounts will run in morning 
and evening combination at a new 
38¢ rate. 

Sunday r.o.p., magazine and 
comic section advertising currently 
placed in the Times will be carried 
at present rates through January, 
but beginning Feb. 1, 1957, the 
Sunday r.o.p. or magazine rate will 
be 38¢ and new flat comic section 
rates will begin at $750 for a full 
page. New contracts will qualify 
only for new rates. 


General Outdoor Sells Interest 
In Central Outdoor Ad Co. 

General Outdoor Advertising 
Co., Chicago, has sold its minority 
interest in Central Outdoor Ad- 
vertising Co., Cleveland. The sale 
was in accordance with a consent 
decree in October, 1955, which 
ended a five-year-old anti-trust 
suit (AA, Oct. 24, 1955). Accord- 
ing to the decree, General Out- 
door was to dispose of its holdings 
in four companies, two of which 
have already been sold (AA, Oct. 
31, 1955). The minority interest in 
the fourth, Walker & Co., Detroit, 
must be sold within two years of 
the date of the decree. 

Under terms of the transaction, 
Central will purchase its stock 
now held by GOA for $1,350,000. 


Heib to ‘Automotive Digest’ 
Frank B. Heib has been ap- 
pointed district manager for the 
state of Michigan and the Toledo 
area to handle advertising ac- 


Abitibi’s | been appointed to handle national | counts for Automotive Service Di- 


price increase was so low. He said | public relations for Cushman Mo- | gest, Chicago. Mr. Heib was for- 


it fell far short of meeting higher | tor Works, Lincoln, Neb., manufac-|merly with The American Weekly 
production costs. The Associated ‘turer of motor scooters. 


|in the Detroit area. 


Schedule Will Alterna 


SEATTLE, Jan. 3—Miller Freeman 
Publications, largest business pub- 


| lishing house in the West, has pur- 


chased The Timberman, in which | 
it held a minority interest, and has | 
announced unusual plans for the) 
publication of this magazine and | 
The Lumberman, a Miller Freeman | 
publication for many years. 
Under the new plan The Tim- | 
berman will serve exclusively for- 
est management, logging and log | 
transportation, while The Lumber- | 


PI Alters Name, | 
Reorganizes; May 


Have ‘New Activities’ 


New York, Jan. 3—Printers’ Ink 
Publishing Co. is changing its cor- 
porate name to Printers’ Ink Pub- 
lications Corp. and will engage in 
other publishing activities. What 
these will be are still to be devel- 
oped, AA was told. 

As previously reported (AA, 
Dec. 31, 56), proposals announced 
last fall for a non-profit advertis- 
ing foundation to take over Prin- 
ters’ Ink have been changed. The 
proposed Printers’ Ink Foundation, 
however, will be set up as a sep- 
arate non-profit organization. It 
already exists as a corporate entity 
on paper but still has to be organ- 
ized. 

It will be a minority stockholder 
of Printers’ Ink Publications Corp., 
but will not participate in the 
management. Its field of interest 
will be advertising and marketing 
research and educational and re- 
lated activities. 


® Richard W. Lawrence, president 
and major stockholder of the pub- 
lishing company, under the reor- 
ganization will be president and 
board chairman of the new com- 
pany. 

J. S. Heilman, vp and treasurer 
of the old company, will hold the 
same positions in the new setup. 

Eldridge Peterson, editor and 
publisher of Printers’ Ink and sec- 
retary of the old company, becomes 
a vp in the new organization and 
continues as publisher of the 
weekly. 

Gove Compton, advertising di- 
rector, becomes vp of advertising. 
He will continue to make his head- 
quarters in the Chicago office of 
the company. 


® Carroll J. Swan, managing ed- 
itor of PI, becomes editor of the 
publication and secretary of the 
corporation. He will be succeeded 
as managing editor by Thomas M. 
Jones, formerly assistant managing 
editor. W. Richard Bruner, news 


so will succeed Mr. Jones as assis- 
tant managing editor. 

Harold E. Green, executive ed- 
itor in Chicago, will retain that 
title. He will remain in Chicago 
and also will become vp in charge 
of new publications. In addition, 


tween the publishing company and 
the foundation; he will direct oper- 
ations of the company’s book divi- 


editor, will retain that title and al- | 


Mr. Green will direct liaison be-}] 


sion and readers’ and research ser- | 
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| Freeman Publications Buys ‘Timberman’; 


te with ‘Lumberman’ 


man will be redesigned to special- 
ize in lumber manufacturing, ply- 
wood, panel board and wood 
products. 

Each magazine will appear 13 
times a year, and the two will be 
geared to a cycle of alternate ap- 
pearances every two weeks. A 
general news department wil] be 
carried in each issue of both publi- 
cations to enable management ex- 
ecutives to keep abreast of new 
developments in all areas of the 
timber and lumber industries. 


® All subscribers will be reclas- 
sified to place those in logging 
classifications in the circulation of 
The Timberman, while those in 
manufacturing will be served by 
The Lumberman, subject to their 
approval. Existing and new adver- 
tising contracts will be honored in- 
terchangeably in: either or both 
publications. No changes in adver- 
tising rates for either publication 
are now planned, it was stated. 
Edgar P. Hoener, who was pub- 
lisher of The Timberman, sold his 
majority interest in the magazine 
to Miller Freeman Publications. He 
becomes publisher and general 
manager of The Timberman, The 
Lumberman and Western Building, 
which has been affiliated with The 
Timberman. He has been elected a 
vice-president and a director of 
Miller Freeman Publications Inc. 


# William E. Crosby, editor of The 
Lumberman for the past 40 years, 
has been named editorial director 
of The Timberman and The Lum- 
berman. He continues as a director 
of the company. Dean F. Sherman, 
currently managing editor of The 
Timberman, will be editor of that 
publication, with Albert Arnst, 
currently managing editor of The 
Lumberman, moving up to editor. 
James C. Wallace, sales manager 
of The Lumberman, continues in 
that post, as does Charles W. Cow- 
man, advertising sales manager of 
The Timberman, 

William B. Freeman, son of the 
founder, is president of Miller 
Freeman Publications. 


Agency Group Sets Award 

The Western States Advertising 
Agencies Assn. will hold its first 
annual awards banquet in Los An- 
geles on Jan. 21 to honor Don Beld- 
ing, Foote, Cone & Belding, who 
will be retiring two days later. It is 
planned to make the event an an- 
nual affair to honor a top figure in 
western advertising each year. 


Westbrook Joins Rutledge 
Frank Westbrook has been ap- 
pointed an art director of Rutledge 
& Lilienfeld, Chicago. Mr. West- 
brook was formerly with John W. 
Shaw Advertising, also Chicago. 


also to take an active part in the 
organization of the foundation. 


McGillvra Sues Rollins 
Joseph Hershey McGillvra has 


casting Telecasting, 


McGillvra, a station representative 
company, said it was to have re- 
ceived 12%% of the net ad reven- 
ues in a territory assigned to it as 
exclusive sales representative for 
WPTZ, Plattsburg, but that the 
contract with the broadcasting 
company was breached last June 
11. McGillvra asks $10,000 to cover 


the contract period. 


vice department, and is expected |@ 


filed suit against Rollins Broad- |? 
Plattsburg, || 
N.Y., in New York supreme court. || 


CARLETON P. ADAMS has been named 
manager of advertising and public 
relations of Gladding, McBean & 
Co., Los Angeles dinnerware man- 
ufacturer. Most recently he has 
| been West Coast pr representative 
of Yale & Towne Mfg. Co. 
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In Washington 


Advertisers can reach 
49% more 


government workers 


through The 
Washington Post 
and Times Herald 


in fact, 


more than the two 
evening papers combined 


as shown by the most comprehensive readership study 
ever made of the Washington newspaper audience 


The survey reveals See the results of this survey at your ear- 
MORE SALES OPPORTUNITY liest convenience. Call your Sawyer, 
chen gh The Ferguson, Walker man today. 
Washington Post and Times Herald New York: Plaza 3-3800 Atlanta: Murray 8-6522 
Chicago: Randolph 6-9149 Philadelphia: Locust 4-2736 


Readership for Washington daily papers 


POST TH STAR NEWS Los Angeles: Dunkirk 9-1371 
per cont percent _— per cent Detroit: Woodward 2-5005 


All government workers 67 45 27 Miami: The Hal Winter Co. 


Government men 64 43 28 eect 
Government women 70 49 25 
All men and women 65 45 | 25 


by Publication Research 
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electronics 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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meet the specialists who edit electronics 


provide powerful 


advertising medium 


In advertising there’s an old adage that says: “Don’t buy space — 
buy readership.” 


Working engineers, management people — purchasers in electron- 
ics have always spent more time studying the editorial material of 
ELECTRONICS. The magazine owes much of its success to a his- 
tory of avid readership. That’s because the publisher’s philosophy 
has always placed the needs of the reader first. The size of the staff, 
which determines the amount of editorial, is dictated by reader- 
ship requirements. 


The 22 full-time editors in the accompanying photo bring out one 
Technical (on the lst of each month) and two Business Editions 
(on the 10th and 20th). Each man is a specialist, dedicated to 
gathering and preparing the information that people in electronics 
need to do their work efficiently. 


These editors make ELECTRONICS a powerful publishing force — 
and likewise, the most powerful advertising medium for reaching 
the expanding electronic market. These editors add up to ‘reader- 
ship by a quality-controlled, paid-for circulation of 46,000. These 
editors are your insurance that you are buying more than space in 
ELECTRONICS .. . you are buying intensive readership!* 


*Most recent McGraw-Hill reader-traffic study of the Technical 
edition showed average reading time of two hours and 22 min- 
utes, with 45 minutes spent on advertising alone! 
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The Changing American Scene 


The other day Harlan R. Morris of Stockport, Ia., wrote us a note. 
“Just came across the enclosed in going through some old files,” he 
said. “I thought they might interest you.” 

“The enclosed” turned out to be two clippings: One from the fi- 
nancial pages of the Chicago Tribune, date unidentified, but pre- 
sumably from some time prior to the end of the war; and the other 
an editorial from the Dec. 30, 1946 issue of ApverTISING AGE. 

The Tribune clipping reported the convention of the American 
Bankers Assn., and among other things quoted a professor of finance 
as saying that a serious postwar depression was inevitable. 

The ADVERTISING Ace editorial asked, “Are Americans Fatalists?” 
We give it to you here again, in large part, because (1) it’s fun to 
have been “constructively right”; (2) the moral is still a good one, 
even though the circumstances have changed; and (3) it’s too much 
trouble during this holiday week to think up anything else. Here we 
go, from the Dec. 30, 1946 issue, ten years ago: 

“We have been wading through the charts and graphs and predic- 
tions which fill the non-fiction press. And, inevitably, we have been 
exposing ourselves to practically continuous prattle about the length, 
. breadth and extent of the coming depression, recession or bust. 

“A couple of months ago we stuck our necks out in this column, 
like this: ‘Any free enterprise economy which acvepts a bust a year 
or two hence as inevitable doesn’t deserve to survive.’ 

“After conning the predictions of the pros, which differ from each 
other only on details, but are surprisingly unanimous as to the in- 
evitability of some sort of recession, we are more than ever con- 
vinced that when we said that, we stuck our necks out in a good 
cause. 

“If all of us are so certain that present conditions are heading up 
toward a recession of some kind or other, why aren’t we doing some- 
thing about it? Is there nothing we can do when we see danger on the 
horizon, beyond battening down our hatches and hoping we’ll sur- 
vive the storm? 

“Now, it may be that we think a bit of backsliding, economic-wise, 
is a good thing; that we can be sure it won’t get out of control, and 
that it will be wise for us to make no effort to prevent it. Under those 
conditions, we are of course completely justified in doing nothing and 
in welcoming ‘corrective action’ on the part of the economy. But if 
this is the case, we've still got to face the future confidently, without 
gloom and without misgivings, sure that the minor cloud we see on 
the economic horizon will benefit all of us. 

“If, on the other hand, our economists and our business men are 
as deeply concerned with what may happen during the next six or 
twelve months as they profess to be, then any attitude of fatalism 
is a complete negation of our oft-expressed ability to master our 
own fate, and an abrogation of all the things for which free enter- 
prise is supposed to stand. 

“It is always much easier to blame others-——-the government, labor, 
the trend of the times, or what not—for our ills. It is a lot more 
difficult to accept conditions as they are, realistically, and to work 
like the very devil to shape them to our wishes. 

“If all we can do in the face of reported disaster is to shrug our 
shoulders and confess our impotence, then our free enterprise econ- 
omy doesn’t deserve to live. Anyone can do a good job, or at least 
an acceptable job, when all conditions are right. True initiative and 
enterprise, however, make their mark when the skies are gray and 
the outlook stormy.” 

And a happy, prosperous New Year to al! of you 


“You know, Audrey, you have a run in your stocking.” 


What They're Saying 


Troubles on the Cable 

Life, we are told, can be beauti- 
ful. But not on television. There 
it is full of problems, ‘turmoil and 
violence. Any television character 
who does not pack a gun has about 
as much chance for survival as the 
average comedian. 

Most television scripts are writ- 
ten by psychiatrists. Their patients 
write the commercials. The latter 
are louder, funnier and frequently 
longer. It is hard to tell which is 
the “entertainment” and which the 
“important message.” With some 
40,000,000 receiving sets in the U.S. 
most of our population is now ex- 
posed to the tv fallout. There is no 
escape from escapism. 

The yak-yak is not the only 
thing that upsets the paying cus- 
tomers. Your push-button Tower 
of Babel evidences all sorts of 
strange habits, ranging from com- 
plete disregard of program sched- 
ules to complete blackouts. Inter- 
ruptions are usually reserved for 
the middle of a mystery or drama 
in which the heroine is about to 
capitulate or recapitulate, as the 
case may be. For variety they may 
give us video without audio, or 
audio without video, thus making 
it impossible to follow what is 
going on—as if it mattered. 

As for schedules, it is better to 
navigate blind. After foregoing a 
cocktail party and free dinner just 
to see that super-spectacular an- 
nounced for 7 p.m., what do you 
suppose? In place of the program 
scheduled for that time, it seems 
there will be an address by Senator 
Schmoe. On the rare occasion when 
you may wish to listen to Senator 
Schmoe, you get a hillbilly band or 
a rootin’ tootin’ Western. We love 
the West but have learned to smile 
when we say it, podner. 

Although a crazy mixed up ado- 


lescent, tv undeniably possesses 


great educational value. Why, un- 


each year or that it is illegal to fish 
from bridges in Arizona. So when 
tempted to tee off on tv, remember 
that it is definitely here to stay. 
We always felt the same about 
marriage and politics—but are no 
longer sure. Television can kill 
anything. Anything, that is, ex- 
cept sponsors and old movies. 
—Herbert A. Leggett, in Arizona 


Progress, issued by Valley National 
Bank, Phoenix. 


Turn-About on Cereals 

Some cereal concerns are taking 
a tack contrary to that of the ma- 
jority, apparently with the idea 
that it may draw purchases be- 
cause of that very fact. 

For instance, we listened to one 
booster on tv who emphasized that 
no prizes were in the boxes his 
company put out. 

Instead of intimating that John- 
ny might become an all-American 
fullback if he ate its offering, an- 
other concern asked that its prod- 
uct be eaten at least twice a week,,. 
but added that there were other 
good cereals, also, which could be 
used for variety. 

What do you know? 


—Bill Hatch, in the Union, Spring- 
field, Mass 
Unneighborly, at Least 


Seeking action on a long overdue 
bill, auto dealer Bernard Hill 
wrote the following letter to a cus- 
tomer: 

“Dear Friend: What would all 
your neighbors think if we came to 
your town and repossessed your 
car?” 

The customer wrote back: 

“I have taken this matter up 


til last week we did not know that | 
a housewife washes 25,213 dishes | 
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Rough Proofs 


Max Youngstein explains that 
“when there are decent sex ele- 
ments in our pictures, we intend 
to say so in our ads.” 

If you have a Marilyn Monroe 
on the payroll, why neglect her? 


Silver lining department: Fold- 
ing of important magazines be- 
cause of the cost squeeze should 
make the task of selling rate in- 
creases a lot easier for the space 
representatives. 


Pan-American Coffee Bureau 
reported a decline in the consump- 
tion of its favorite product in the 
United States in 1956. 

It’s just possible some people 
may have decided to take tea and 
see. 


“Name That Tune” is a success- 
ful quiz show, and “Name that 
product” is one of the assignments 
| given a new marketing team by a 
| big consumer products manufac- 
turer. 


Some railroad men are begin- 
ning to wonder out loud if it’s 
smart to spend practically all their 
advertising dollars promoting pas- 
senger service, when the passen- 
gers have been flying away so 
rapidly to another form of trans- 
portation. 


Walter Winchell, who used to 
devote a lot of space in his news- 
paper column to reporting the high 
ratings of his radio show, now 
thinks tv rating services are so 
bad they should be investigated by 
your Uncle Samuel. 


Milton Biow says consulting is 
the adman’s graveyard, but he 
must know a lot of important fig- 
ures in that business who still 
seem to be eating regularly. 


If you don’t believe there’s mon- 
ey in advertising, ask Will Grant 
to show you the agency’s holiday 
greeting, with authentic coins of 
the native realm used to spot its 
offices all over the world. 


Montgomery newspapers are 
now providing a news service by 
telephone, but thus far they 
haven't made a place on the trans- 
criptions for advertising. 


Believe it or not, four of the ten 
|men who AA said made the big 
news of 1956 were responsible for 
news that made very unpleasant 
reading for advertising people in 
the year of the industry’s greatest 
volume and prosperity. 


Hugo Gernsback foresees a 60- 
mile wide television screen 700 
miles above the earth offering op- 
portunity for world-wide adver- 
tising. 

And not even the FCC would be 
big enough to regulate it. 


A happy new year to all the 
readers of this column, along with 


with my neighbors and they all 
think it would be a lousy trick.” 


—An AP story datelined Wickenburg. | 
Ariz., in the Chicago Sun-Times 


the injunction to be sure to write 
it “1967.” 
Copy Cus. 
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place more linage 


in THE INQUIRER 


than in any other 


_ Philadelphia newspaper 


Advertising linage is the final measure 
of a newspaper’s sales power 


| Bee 


The Philadelphia Anguiver 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 


West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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first time 


, 


igh ool Science 


“(hae needs ag more than @ fea statistics 
eee that our of seuentific and 
techwieal withering the 
source — in the Magh schools 
for want of mowrishmont, while the 
Soviets eerideousty cultirate over 
targér ewmbers at + 
ss, Chairman 
erxy Comminsion 


“Taey the Anitle of Weierion was won 
On af Eton. ind we hope 
it mever be said that tia Seattle 
for tia Free Werld wea in the 
and colleges of Amevrion that 
te train woung promis bo 
our leaderthip in etpineering 
and @tivalifc dworters 
Prank M. Porter, President 
Americas Petroleum 


| he Doors of America’s H 


Classrooms Are Open 1 o Business and Industr 


‘of future Science World content, “initial 
in fates and 


individvel student subscriptions through the in the classroom, 


| Si World’s advertisi ages offer you a direct pipeline into these classrooms. 
the added satisfaction of knowing that is hel to educate 

Sei is pub every week during the school year. Its contents 


Greyhound, Cinerama Join 
in Tie-in Arrangement 
Greyhound Corp. and Stanley 
Warner Cinerama Corp. have com- 
pleted a tie-in arrangement 
whereby the more than 8,500 
Greyhound bus terminals will be- 
come box offices for the 21 Ciner- 
ama theaters across the country. 
Under the plan, residents in areas 


with Greyhound terminals or 
agents may go to the ticket window 
and specify the date, location and 
price. Seats are picked up at the 
theater box office. 

It is expected that patrons may 
also use Greyhound transportation 
to get to the theaters. Surveys have 
indicated that Cinerama movie 
houses draw from areas as far 
away as 250 miles. 


The median 


income of the 


non-farm Z/és Magazine 
households is *6,050. This 
is exceeded by only 5 of 
the 54 magazines appearing 
in the latest Starch 
Consumer Magazine Report. 


1,176,014 Elks comprise a 

mass market with class incomes. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 
phone to see a copy. 


MAGAZINE 


New York + Chicago * Detroit * Los Angeles 


‘One Picture Is 
Worth...’ Theme 


of Singer Book 


New York, Jan. 2—Singer Sew- 
ing Machine Co. has developed a 
new type of instruction book for 
use in foreign countries. The book 
eliminates the printed word en- 
tirely. 

The 32-page booklet is a com- 


pletely pictorial explanation of how 


to use a Singer. 

Donald G. Robbins Jr., vp in 
charge of Singer operations in 
Europe, Africa and the Middle 
East, said, “For a number of years 
we have printed instruction books 
in 54 languages. But just because 
a customer speaks Hindustani or 
Arabic does not necessarily mean 
that he is able to read the language. 

“In certain areas in which we 
sell our sewing machines, barely 
10% of the people can read or 
write. The new instruction booklet 
has proven a boon to the 90% who 
are illiterate and at the same time 
a pleasant surprise to the educated 
who find pictorial instructions 
much easier to follow.” 

Singer also points out that the 
use of this booklet has made pos- 
sible a “substantial reduction in 
printing costs.” 


IAASC Sets Annual Confab 
The 55th annual conference of 
the International Affiliation of Ad- 
vertising and Sales Clubs will be 
held at the General Brock Hotel, 
Niagara Falls, Ont., May 10 and 11, 
1957. Officers of the IAASC are 
Gene McReynolds, Women’s Ad- 
vertising Club of Toronto, presi- 
dent; Ed Urbans, Erie Advertising 
Club, vp; Walter Kiehn, Toronto 
Men’s Advertising Club, treasurer; 
Marjorie Wesley, Women’s Adver- 
tising Club of Toronto, secretary; 
Norman Clark, ‘foronto Men’s Ad- 
vertising Club, Canadian director- 
at-large, and J. Jay Fuller, Greater 
Buffalo Advertising Club, 
director-at-large. 


the opinion makers§H 


Mahine 


There are fashions in media buying just as there 
are fashions in fly tying and economic theory. 
But one great fundamental is always being 
rediscovered: that the well-to-do, well-educated 
people lead the way in thinking and in buying. 
Hence they are important to the advertiser out 
of all proportion to their numbers. 


Advertising Age, January 7, 1957 


Getting Personal 


Any day now Walter Lord will be back at his copywriter’s desk 
at J. Walter Thompson. He’s been on leave of absence since May 
writing “Days of Infamy,” which Life serialized during December 
and which will be published by Henry Holt & Co. this spring. Life, 
after reading his best-seller, “Night to Remember,” interested him 
in giving Pearl Harbor the Titantic treatment to commemorate the 
15th anniversary of the attack... 

Ex-agencyman Robert McLaughlin, who is now on the Time edi- 
torial staff, is the author of a short story, “Moon over Madison Av- 
enue,” in the January Esquire. The hero here is a copywriter who, 
on a moonlit, brandy-drenched evening, decides to take a year off 
at the agency and finally write “the novel”... 

Cigar Institute of America has named as its Man of the Year that 
bearded wonder, Mitch Miller, concert oboe artist, star of his own 
CBS-Radio show, and director of popular artists and repertoire for 
Columbia Records... 


HEADGEAR—Headman Frank D. Ewing, board chairman of Fensholt 
Co., Chicago, receives the chief’s headdress at the agency’s Indian 
motif Christmas party. The Indian princess is Silena Ruth, and at 
right, Norman Buehling, agency president, adjusts the headpiece. 


William C. Dekker, vp at McCann-Erickson, and D. J. Randall 
af Sawyer-Ferguson-Walker, had a Christmastime scare. They 
were stranded overnight on an island in Long Island Sound after 
their outboard motor boat capsized during a duck hunting trip. 
The Coast Guard finally found them—and two ducks... 

Nelson Sykes, publicity director of William Esty Co., has been 
spending his free evenings as general director for the Punch Opera 
in Greenwich Village’s Cherry Lane Theater... 

Jack Dillon, copywriter at Fuller & Smith & Ross, has won the 
$2,500 first prize in Good Housekeeping’s short story contest for 
agency people. Second prize of $1,500 was awarded to Stephen 
Birmingham, of Doherty, Clifford, Steers & Shenfield, and the 
third prize of $1,000 went to Jane Trahey, director of 425 Advertis- 
ing Associates... 


TEN YEARS LATER—L. W. Frohlich (second from right), president of 

his own New York agency, awards gold emblems in recognition 

of more than ten years of service to (l to r) Abraham Greenberg, 

M.D., copy vp; Julian Farren, exec vp, and Charles Lewis, vp and 

treasurer. The presentation was made at the year-end party which 

marked the agency’s 17th year of operation in the medical and 
allied professional fields. 


Curt Ray of KMOX, St. Louis, has won the Slenderella Commer- 
cial-of-the Year contest, with a week’s vacation in Nassau as his 
reward ...C. D. Joseph Lafferty, space salesman with Moloney, 
Regan & Schmitt, New York, was voted the “individual showing 
the greatest, improvement” during the recent 10-week Effective 
Speaking course given by the Advertising Club... 

Paul G. Gumbinner, vp of Lawrence C. Gumbinner Advertising, 
has been elected president of the Camp Vacamas Assn., which ar- 
ranges free summer vacations and winter weekends for underpriv- 
ileged New York children . . . Robert E. Harper, president of Na- 
tional Business Publications, Washington, D. C., has been named to 
the business advisory board of the American University’s school of 
business administration . . . Bestowed upon Time publisher James 
Linen: an honorary Doctor of Letters degree from Long Island Uni- 
versity . . . Sylvester L. (Pat) Weaver Jr., radio-tv exec, has re- 
ceived the award of merit for distinguished service to the American 
Heart Assn. He has served for the past three years as chairman of 

the group’s public relations advisory committee . . . 


is 
or 
= 
ity 
7 
| 
at 
: 
q 


MAP SHOWS DOMINANCE 
OF HARRIS COURTY... 


WITH 


709% 


OF THE POPULATION 


1890 


OF THE INCOME 


WALKER 
1.0—P 


0.8—C 
0.7—S 


BURLESON 


0.7—P 
HARDIN 
7 4% 0.4-€ MONTGOMERY 
0.4—S 1.7—P 1.4—P 
OF THE SALES WASHINGTON 1.2-¢ LIBERTY —_ 
1.2—P 
1.2-S 
0.6—C WALLER 1.9-P 
0.9-S 1.2—¢ 


2.0—S 


RIS 


AUSTIN HAR 


70.2 -P 


78.3—C 
74.2-S 
Houston 


CHAMBERS 


FORT BEND 


1.8—P 
1.2—C 


BRAZORIA 


WHERE THE 


CHRONICLE 
DOMINATES 


with ... 


3.7—P 
3.1—C 
3.8—S 


MATAGORDA 
1.5—P 
1.6—C 
1.5—S 


KEY: P—POPULATION 


C-—-CONSUMER SPENDABLE INCOME 
S—RETAIL SALES 


18 HOME-DELIVERED CIRCULATION 
’ OU over ree POST! 
DANY EXCESS CITY ZONE 
Ag 113 HOME-DELIVERED CIRCULATION 
OVER THE PRESS 


SUNDAY EXCESS TOTAL CITY ZONE 
29 105 CIRCULATION 
OVER THE Post! 


Pyblisher’s Stotements, Sept. 1956 


SAN 0.6—S 0.3—C 
wo f 4 
2.4—P 
2.3—S 
| 
rr JOHN T. JONES, J, re 


Another true-to-life story about some make-believe characters 


Who is 
this joe 


called Joe? 


asain east of Laramie and west of Brooklyn there’s a city 


And if you’ve been perusing this paper recently (or some of the other 
publications it uses to advertise itself) you’ve probably noticed some stories about a guy 
named Joe. And this ad is written because Joe is attending a convention of his paper in 


Chicago this week. 


Well, contrary to comment in Advertising Age, Joe’s last name isn’t Smith and he 
never entertained any vice-presidential aspirations. (Maybe that’s because 
he prefers the job he already has.) So much for what Joe isn’t. 

Here’s what Joe is! Besides being a figure-flinger and market math- 
ematician deluxe, Joe has an extra-curricular fondness for football, 
golf and fishing. He’s a more or less recent graduate of Ukulele U. (see New York 
Times, Nov. 7) and owns a Super-Duper ==" pale pink convertible, 
complete with white sidewalls, radio and se —-gliiieed from his friend Wheeler, 


the dealer (see Ad Age, Oct. 8). 
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= Who is Joe? 


Joe knows his way around Peter, Peter, Plompkin & Eater—Specialists in 
Plain & Fancy Advertising (Printer’s Ink, Oct. 28,-’55) and speaks freely with the 
retailing giants. He’s also a past master in the art of aiding troubled advertisers like 


Conrad Nasal, president | of Nasal Remedies Inc., and like Ole, who 


made a name for himself in the margarine business, and Hans, who made his fortune 


just like his mother used to make. (Tide, Feb. 25, Ad Age, July 30, Sales 


making apfelstrudel, kaffee kuchen and lebkuchen “ 


Management, Sept. 7.) 


Small wonder then that more and more advertisers are beginning to think 
of Joe as a most remarkable guy—one who is willing and able to render them a 
unique kind of service. att lie. His specialty: Finding out for an 
advertiser what he needs to know about the Chicago market. (And he has been known to 
offer some broad hints every now and then on the advertising medium best 
qualified to sell this market.) 
According to reports from “Joe” Dreier, “Joe” Fulton, “Joe” King, 
“Joe” Kurz, “Joe” Olsen and ‘‘Joe’”’ Rozene, fan mail and specific requests for market 


information have been rolling into the Tribune ever since Joe started getting his name 


in the paper. Some inquiries have come from companies—baby food, cereal, | 
cake-mix, stores and banks. Many have come from agencies. One Minneapolis agency 


addressed its request simply to “Joe, Chicago Tribune.” 
Hans, the kaffee kucheneer, “OD was so pleased with Joe’s 
story about him that he mailed reprints to $000 of his best customers and prospects. 
And even men of distinction, like 4A’s president Frederic Gamble, David Ogilvy and 
Ray Mithun have spoken kind words in Joe’s favor. 
He may not wear an eye-patch, tattoo, or beard—but here’s hats off to Joe, one 
of the important personalities in the advertising world. (And may he have a wonderful 


year as he peers into the Chicago Tribune’s Expanded Horizons for. 1957.) 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


= 
: 
y 
. 
| 
Sg 
ii 
at i} 


| Stress Oil's Role 
‘in India’s Growth 


BomBay, Jan. 3—Burmah-Shell 
Oil Co., one of India’s largest ad- 
|vertisers, has launched a nation- 
wide “soft sell” campaign to un- 
derline its role in building a new 
India. 

“In India’s Life and Part of It” 
is the company’s well-known slo- 


\Burmah-Shell Ads 


linforces this theme. 
Linked with India’s state-spon- 


~GLEAM SATIN 
AD BANNERS 
by HOLLYWOOD 
at lower 
Free Idea Sketches ...No Obligation 
HOLLYWOOD 
BANNERS 


Fost 32nd Street, New York 16, 


Year Plan (1956-1961), the cam- 
paign emphasizes the progress be- 
ing made to raise the unimagin- 
ably low standard of living (annu- 
al per capita income is only $57). 
Almost in passing, the ads men- 
tion the contributions made by 
Burmah-Shell. 


® The series comprises 12 ads, 
which have been scheduled to run 
over a period of six months in 
English and in 12 Indian lan- 
guages in newspapers and maga- 
izines blanketing the entire coun- 
try. The ads are expected to reach 
jan audience of 3,000,000 readers 

The editorial-style ads touch on 
|the various facets of the industrial 


Ame 


rican Market... 
| 


PLatin 


Gets you to the MEN with the POWER 10 BUY! 


89% are in business and professions Gets you to the men who 


BUY AMERICAN 


46% are presidents, owners, partners 


How to 
economise 
on petrol 


SOME HINTS FOR MOTORISTS 


| 


= 
= 


parting the car ami where In fmt when 


throttie and brakes as gently (hee wmstances 
Reduce to the the une of (he lower gear for 


jgan and the new ad series re- 


sored $1.2 billion Second Five-|! 


Ask your garage to: 


|| 


ange the od 10 ome of the ade 


Keep night up the mater 


Issued in the natonal interest by 
SHELL-MEX AND LTD | 
| 


PUBLIC SERVICE—Shell-Mex & B.P.| 
Ltd., largest oil company in Bri- 
tain, rushed into print with a spe- | 
cial series of public service ads 
following the Suez crisis and the 
return of oil rationing in Britain. | 
Above insertion advised motorists 
how to save on oil. Colman Pren- 
tis & Varley is the agency. 


revolution going on in the country 
today. Illustrated by P.N. Sarma, 
easily the most versatile artist in 
the country today, they have 
evoked high praise from govern- 
ment officials. The campaign is 
handled by D. J. Keymers, a Brit- 
ish agency. Burmah-Shell is its 
biggest account. Efforts made by 
AA to determine the cost of the 
campaign proved, as is expected 
in the mysterious East, fruitless. | 
Indian companies guard their an- 
nual advertising allocation figures 
with a secrecy that would do 
credit to Los Alamos and Oak 
Ridge. 


= The other two giant oil compa- 


nies in India are both American—| 


,,Caltex and Standard 

Their accounts are handled by L.| 
A. Stronach and J. Walter Thomp- 
son, respectively. Stanvac, accord- 
ing to a reliable source, in 1955 
spent 10.2 annas (about a dime) 
in advertising per ton of oil sold, 
and Caltex 4.63 annas 


(slightly | 
less than a nickel). Burmah Shell | 


The demand for petroleum | 
increasing. The 
in 1955 was 103% higher than in 
1948. The marked increase has 
been mainly in kerosene, life- 
blood of India’s 5,580,089 villages. | 
India is now the second biggest | 
market for kerosene in the world; 
only the U. S. uses more. 
During the course of the Second | 
Five-Year Plan, India will get! 
three new refineries with a total 
private capital investment of| 
$120,000,000. Caltex is now build- 
ing its refinery at Vishakapatam 
in south India. Of the three oil 
firms Burmah-Shell does _ the 
largest volume of business. 


Black & Decker Hits Sales High 

For the 1956 fiscal year which 
ended Sept. 30, Black & Decker 
Mfg. Co., manufacturer of portable 
electric tools, reports an alltime 
Sales and earnings record. Sales 
were $49,847,934, an increase of 


15% over net sales of $43,327,697 | 
for the 1955 fiscal year. Net earn-| 


ings for the 1956 fiscal year were 
$5,020,185, a 35.8% increase over 
the 1955 fiscal period. 


Annuals To Take Ads 

Nineteen of Dell Publishing Co.’s 
“special interest” annuals will ac- 
cept advertising for the first time 
in 1957. “The decision to run ad- 
vertising is based on the excep- 
tionally high circulation figures 


| for previous issues, which makes it 


possible for Del] to guarantee cir- 
culations from 125,000...to 300,- 
000,” according to Harold Clark, 
vp and advertising director. 


Pilat Advertising Moves 

Doris A. Pilat Advertising has 
moved its New York office to 157 
W. 57th St. 


Advertising Age, January 7, 1957 


Merger Jacks Cathay 
Agency to $1,000,000 
Billing Potential 


Honea Kone, Jan. 4—Cathay 
Ltd., one of the largest advertis- 
ing agencies in the Far East, 


lspent five annas (slightly more |starts 1957 with a billing poten- 
than a nickel) per ton in 1955.\tial of $1,000,000, as a result of 


its acquisition of Millington Ltd. 


products in India has been stead-|in Singapore. 
lily 


Millington, a British-owned 
agency and an advertising power- 
house in China before World War 
II, became part of Cathay on 
Jan. 1. It adds some 40 accounts 
to the Cathay client roster. 

The sale of Millington stems 
from the retirement of G. Alan 
Hill-Reid as general manager. His 
assistant, Ron Moran, is contin- 
uing with Cathay. 


s The Millington office has been 
absorbed into the Cathay branch 
in Singapore. Cathay also has a 
branch in Bangkok. The agency 
billed an estimated $700,000 be- 
fore the acquisition. 

Elma Kelly, managing director 
of Cathay, managed Millington’s 
Hong Kong office before World 
War II. At that time, Millington 
was headquartered in Shanghai 
and did a $3,000,000 business in 
advertising, both as an agency and 
media representative. 

The war wiped out this busi- 
ness. F. C. Millington, who ran 
|\the agency from 1914 to 1938, has 
|since returned to England, where 
has a media representative 
|lcompany, Millington Publications 
Ltd. 

Miss Kelly, who spent three 
years in a Japanese concentration 
camp, returned to Hong Kong in 
1946 and helped to start Cathay. 


NoDoz Advertising Expands 

NoDoz Awakeners, recently pur- 
| chased by Grove Laboratories Inc., 
St. Louis, will have an expanded 
advertising program in 1957. Sid- 
ney Garfield & Associates, San 
Francisco, agency for the proprie- 
tary caffeine tablet since 1940, will 
continue to handle the account, ac- 
cording to Grove. 


74% have purchasing authority or 2% purchase equipment that originates 


influence in company purchases in the U.S.A. 
72% are heads of families Gets you to MORE READERS 
64% own one or more automobiles PER COPY 


63% own homes 


201,006 A.B.C. circulation with 8.2 
readers per copy — highest of any U.S. 
publishing Latin American Magazine — 
for a total readership of 1,648,249! 


Latin America, France, Western Germany, Sweden 
and Denmark 


Popular Mechanics Foreign Language Editions 


200 EAST ONTARIO CHICAGO, ILLINOIS 


K One of five top-readership foreign language editions 
thal get you to the men with the power to buy—in | 


_A NNouNcING 
THE APPOINTMENT 


OF 


JAMES H. HUNTER 


AS 


Director of Advertising 


* 


THE FARMER-STOCKMAN 


500 N. 


Telephone: CEntral 2-3311 


Oklahoma 


OKLAHOMA OFFICE 


TEXAS 
Broadway 


City 1, Okla. 


OFFICE 


4321 Central Expressway 
Telephone: LAkeside 1-3121 | 

Dallas 5, Texas 


PLATES AND MATERIALS TO THE OKLAHOMA CITY OFFICE. | 


SEND ALL CORRESPONDENCE, SPACE ORDERS, ADVERTISING 
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Put your desk 


out here some day- 
and watch the Customers Go Buy / 


Leave the office behind for a day. Come out 
where advertising works a 24-hour shift! 
Watch your customers stream past; on the 
move, and in the mood, to buy. See how 
OUTDOOR locations command the flowing 


traffic, and demand attention with their brief 


but powerful selling. 

Or ride a showing. Note how OUTDOOR 
posters cover every street and highway 
that leads to retail outlets... and deliver a 
vast circulation. 


4 out of 5 people every month remember 
seeing specific OUTDOOR advertisements.* 
In markets tested, more than 90% of people 
pass current posters, an average of 21 times 
per month. 


Think about Outdoor’s extra advantages of 
color, flexibility and placing your message 
close to the point of sale. Think of the mas- 


sive impact you get. Then compare the low cost 
per 1000 with any other medium. 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


You'll come to only one decision. In today’s 
fast-changing, fast-moving marketing picture, 
your plans must include OUTDOOR! 


If current pressure prevents ‘riding a showing” with 
us, we'll be happy to give you all the data, all the 
details, in your office at your convenience. 


The proved selling power 
of Outdoor Advertising 
has contributed heavily 
to America’s prosperity. 


60 EAST 42ND STREET, NEW YORK 17, N.Y. « ATLANTA © BOSTON © CHICAGO « DALLAS © DETROIT « HOUSTON « LOS ANGELES « PHILADELPHIA © ST.LOUIS « SAN FRANCISCO « SEATTLE 


*From Starch Continuing Study of Outdoor Advertising 
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New Facts from 
a New Survey of 


Simmons Study of 16 Magazines Shows Dominant Leadership of The Progressive Farmer 


Facts vitally important to advertisers inter- 
ested in more sales in the 16 Southern states are 
contained in the results of a new and different 
personal-interview survey sponsored by The 
Progressive Farmer and conducted by W. R. Sim- 
mons & Associates Research Inc. in consultation 
with the Technical Committee, Advertising 


Research Foundation. This is a study of the read- 
ing habits and family characteristics of 19,720,000 
Southerners, age 10 and over, who live on farms or 
in rural communities of less than 2,500 population. 
Its findings provide convincing proof that The 
Progressive Farmer is a must in any advertising 
plan to sell the rural South. 


Readers of 16 Magazines in the Rural South 


READERS 
AGE 10 


MAGAZINE AND OVER 


Progressive Farmer 4,480,000 

ife 3,900,000 
Farm & Ranch 3,720,000 
Look 2,690,000 
Farm Journal 2,550,000 
Saturday Evening Post 2,040,000 
Better Homes & Gardens 2,000,000 
Good Housekeeping 1,970,000 
Ladies’ Home Journal 1,580,000 
McCall’s 1,570,000 
Collier's 1,520,000 
Woman’s Home Companion __ 1,120,000 
Time 1,040,000 


READERS 
AGE 20 
AND OVER 


3,870,000 


3,180,000 
3,080,000 
2,040,000 
2,140,000 
1,620,000 
1,750,000 
1,650,000 
1,300,000 
1,250,000 
1,240,000 

960,000 

850,000 


READERS 
CHOOSING 


THIS MAGAZINE* 


2,360,000 


1,510,000 
1,310,000 
660,000 
740,000 
610,000 
540,000 
530,000 
370,000 
490,000 
280,000 
180,000 
290,000 


In the Rural South, The 
Progressive Farmer, with 
4,480,000 readers, has- 


... 580,000 more readers, age 10 and 
over, and 690,000 more adult readers 
than Life. 


... more “housewife” readers than any 
two women’s or home service maga- 
zines combined. 


... more total readers, more adult read- 
ers than Look and Collier’s combined. 


... more than 1 million exclusive read- 
ers who read none of the other 15 maga- 
zines. 


... 91% as many readers as the undupli- 


Evening Post combined. 


... more readers than the combined un- 
duplicated audience of all five women’s 
magazines— Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s and Woman’s Home 
Companion. 


cated audience of Life and Saturday a 
American Home 1,010,000 
Household 800,000 
Town Journal 460,000 


900,000 
670,000 T 
400,000 T 


* Readers of two or more magazines naming this magazine as first choice plus exclusive readers of this magazine. 
t Number of cases too small to permit projection. 


OUTH SUBSCRIBES TO 
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Rural South 


Here’s How The Progressive Farmer How Big is the Rural South? 
Increases Your Unduplicated Readership It’s all the people living on farms and 
- in towns of less than 2,500 population 
in the Rural South | in the 16 Southern states: 
If You Are Using The Progressive Farmer Adds ; 
59% more readers Age 20 and Over. . . . 16,550,000 


Under 10 YearsofAge. . . 5,650,000 


43% more readers 


Life Look 
Post Collier's 


Ladies’ Home Journal 1 " 
Better Homes & Gardens { i ohana a Spotlighted here are only a few of the 


many findings on readership, duplication, fam- 
: ily composition and economic factors. The com- 

Better Homes & Gardens P ‘ 
Good Housekeeping plete results dealing separately with all rural 
Woman’s Home Companion families and farm families are contained in 
McCall's “MAGAZINE READERSHIP IN THE RURAL SOUTH”. 
Regardless of which magazines you use for This book is packed with new research data 
coverage elsewhere, your advertising needs vital to your Southern sales today and tomor- 


the readership and preference of The 
row. Use the coupon or call any office below. 


Ladies’ Home Journal 


i THE PROGRESSIVE FARMER | 

; 821 North 19th Street, Birmingham 2, Alabama : 

| Please send me without charge the new study of the rural South. ‘ 
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Germany's Bayer 
Strikes Back at 
World Market | 


New York, Jan. 2—Farbenfab- 
riken Bayer A.G. of Leverkusen, 
Germany, largest survivor of the 
dismembered I.G. Farben cartel, 
has launched a multi-pronged at- 
tack to regain the leading position 
it once had in world markets. 

One of the prongs is an institu- 
tional advertising campaign which 
has been running in American 
newspapers. Object of this cam-| 
paign is to build good will for the | 
company prior to a projected inva- 
sion of the American market. 

Another prong is a series of law- 
suits instituted by Bayer against 
Sterling Drug Inc. in the United 
States and Latin America. Object 
of these actions is the recovery of 
the famous Bayer trademark. 


® (Bayer originally developed and | 
marketed aspirin and other prod- | 
ucts under the Bayer trademark. | 
At one time, it held the rights to) 
the name, “aspirin,” as well as! 
Bayer. As a matter of fact, it still 
holds trademark rights to “aspirin” 
in certain countries.) 

In a series of editorial-style ads 
which began running this fall, | 
Farbenfabriken Bayer presented a | 
glowing picture of its operations, 
with the accent on the company’s 
contributions to social progress. 

Nine ads were used, ranging in 
size from one-third to a half page. 
Each carried the line, “This is one | 
of a series of advertisements about 
our present activities and future | 
plans.” They ran from October to 
December in the Chicago Tribune, | 
Journal of Commerce, New York 
Times, St. Louis Post-Dispatch, 
Wall Street Journal and Washing- 
ton Post. 


s “Science is our Business” said 
one ad, pointing out that the orig- 
inal Bayer company (Friedrich | 
Bayer & Co.) started in 1863 with | 
an old kitchen stove and a few 
earthenware pots and developed | 
into one of the world’s greatest 
chemical companies. 

Another ad, “Report on Achieve- | 
ments and Success,” told just how 
well the successor company is do- | 
ing. In a radical departure from 
accepted German business practise, 
the ad gave a balance sheet of 1955 
operations: Sales, 1.4 billion marks 
($340,000,000), up 19% over 1954; 
prefits, 34,900,000 marks ($8,310,-| 
000), up 7%; number of employes, | 
45,000. 

Bayer’s $340,000,000 volume 
maxes it the eighth largest chem- 
ical company in the world. It does 
38% of its business outside of Ger- 
many. Its sales come from these 
divisions, in this order: Chemicals, 
Agfa photographic products, dye- 
stuffs, Bayer-fibers, pharmaceuti- 
cals and insecticides. 


® Bayer made a bid to American 
chemical companies in one of the 
ads. “We shall be very happy,” 
said Dr. Ulrich Haberland, presi- 
dent of Bayer, “if in the future we 
could strengthen our bonds of 
friendly cooperation with under- 
takings of the American chemical 
industry. 

“We shall be pleased to make 
our scientific and technical experi- 
ence available, in the expectation 
that our American colleagues will 
do the same. We should also be 
very pleased if American physi- 
cians, pharmacists, biologists and 
other scientists interested in our 
spheres of activity would visit us 
when they come to Europe.” 

Bayer is already working along 
such lines with several American 
companies, notably Schenley Lab- 
oratories and Monsanto Chemical 
Co. 
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BAYER RESEARCH—“ Thousands of chemical substances are tested in our 
research institute,” says Farbenfabriken Bayer in institutional ad 
playing up its careful research. 


It also has more ambitious plans,; which has Farbenfabriken Bayer 
involving its re-entry into the| asa client. The ads were prepared 
American market. It continues to| and placed by Troost, an agency in 
hold the Agfa trademark for pho- | Dusseldorf. Typographically, they 
tographic products and hopes to/| left much to be desired. The Ger- | 
be able to market this line here.|man typefaces were difficult to 

The institutional campaign was/read and the mats did not repro- 
designed to create a climate of | duce well, being blurred in some 
good will for future marketing. It | places. 
was undertaken on the advice of| Bayer is shooting for big stakes 
Julius Klein Public Relations,|in its suit against Sterling Drug, 


Television Programs 
_ brings you your first 


“ANNOUNCEMENT 


ith 


URSEL 


which acquired the Bayer aspirin 
trademark in the 1920s after the 
World War I seizure of German 
assets by the Alien Property Cus- 
todian. Thurman Arnold’s Wash- 
ington, D.C., law firm, Arnold, 
Fortas & Porter, is representing 
the German company in an action 
filed in New Jersey district federal 
court in 1955. 


s Bayer alleges that the Sterling 
acquisition constituted a violation 
of the anti-trust laws. The German 
company does not seek to deprive 
Sterling of the Bayer aspirin mark. 
However, it does want the right to 
operate in the United States with 


the Bayer name and its suit is di- | 


rected toward that end. 

The German company wants to 
use the Bayer name on other prod- 
ucts and its suit also suggests that 
it be permitted to market a Bayer 
aspirin in competition with Ster- 
ling’s, with the understanding that 
the German product would be 
clearly distinguishable from Ster- 
ling’s in appearance. Sterling has 
opposed the German Bayer suit 
and action is still pending. 

Farbenfabriken Bayer is also 
challenging Sterling in Central 
America. Bayer assets were seized 
there during World War IT and 
Sterling eventually acquired the 
Bayer trademarks. Two weeks. ago, 
a Costa Rican court ruled that the 


| wartime seizure was constitutional. 


Sterling lawyers hailed the deci- 
sion as a forerunner of similar 


story series ...a new television film 


Any advertising 
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rulings in other countries. How- 
ever, Thurman Arnold noted that 
the Costa Rican court still has to 
decide which of the two companies 
has the right to use the name at 
this time, and he emphasized that 
| this decision “has no effect” on the 
suits brought in the United States 
and other countries. 


Gund Mfg., Intercontinental 
Return to Seidenbaum 

Gund Mfg. Co., New York, 
stuffed toy manufacturer, has re- 
appointed William G. Seidenbaum 
& Co., New York, to handle its ad- 
vertising and merchandising. The 
agency previously handled the ac- 
count from 1945 to 1954. Ovesey & 
Straus has handled the account for 
the past year. 

Intercontinental Marketing 
Corp., New York, photographic 
equipment distributor, also has re- 
appointed Seidenbaum to handle 
its account. The agency previously 
handled it from 1946 to 1954. Mar- 
wel Advertising has handled it 
since 1954. Plans cali for national 
/and point of sale campaigns for the 
| Bauer line of cameras, projectors 
j/and accessories and the Robot 
| Royale. In addition to newspapers 
and radio and tv spots in key mar- 
| kets, ads will run in Fortune, Hol- 
iday, Modern Photography, Nation- 
| al Geographic Magazine, New York 
Times Magazine, The New Yorker, 
Popular Photography, and U.S. 
|Camera. The drive will break in 
|early spring. 
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HAWKEYE, 

“MOST MEMORABLE CHARACTER 
IN AMERICAN FICTION”, 
AVAILABLE TO TV SPONSORS 


Television's first “Eastern”, Hawkeye and the Last of the Mohicans, 
based on James Fenimore Cooper's famed Leatherstocking Tales, 
is the newest action drama available to TV sponsors. Hawkeye, 
called by The Cambridge History of American Literature “the 
most memorable character American fiction has given to the world”, 
faithfully recaptures the melodrama of the early Eastern frontier 
days. It was filmed on location in authentic French-Indian war 
territory. 

Heralded by amusement critics as having excellent “potential for 
all ages” (Billboard, December 22, 1956), Hawkeye and the Last 


of the Mohicans presents a hero who is known and loved by all 
ages, described by The Saturday Review as “the most famous char- 
acter the world over, in American fiction”. Because of the TV 
series’ attention to historical detail and its adult scripting, it is 


critically acclaimed as all-family 
a good show for youngsters”. 


TPA’s executive vice-president, Michael M. Sillerman, observed 
that “a principal factor in TPA’s success is the quality of the heroes 
it presents on TV. Our Count of Monte Christo, Ellery Queen, and 
Captain Gallant, for example, give our adventure dramas an appeal 
for all members of the family. In fact, I attribute a large measure 
of the fine ratings garnered by TPA’s filmed series to this quality.” 
Hawkeye and the Last of the Mohicans stars John Hart as Hawk- 
eye and Lon Chaney as his faithful Mohican friend, Chingachgook. 
It is distributed by TPA (Television Programs of America, Inc.), 
488 Madison Avenue, New York City. 


fare, “not a juvenile show, but 
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Response to Canada 
Hotel's 2-for-]1 Plan 
Called ‘Spectacular’ 


Ortawa, Ont., Jan. 2—A vet- 
eran Ottawa hotel man has come 
up with an idea that may well 
rock the hostelry business out of 
its traditional weekend doldrums. 
It has also sparked an avid inter- 
est on the part of other hotel 
owners and managers across the 
country. 

Karl de Morest, manager of Ot- 
tawa’s stately 400-room Lord El- 
gin Hotel, used half-page ads in 
the local press to announce a 
“special weekend plan”; the re- 
sponse has been spectacular. 

The gimmick is simple: Mr. de 
Morest offers a single-room rate 
for two persons over weekends, 
providing the persons are from 
Ottawa and its environs. 


s “Ever thought of spending a 
hotel weekend—getting away 
from it all—and just relaxing?” 
the copy asks. “You don’t need to 
drive 200 miles on crowded high- 
ways. The Lord Elgin’s special 
weekend plan is available to resi- 
dents of Ottawa and district.” 

The single rate charge, the ad 
goes on to say, is applicable Fri- 
day, Saturday and Sunday; or 
Friday and Saturday, or Saturday 
and Sunday. 

It “may sound a little star- 
tling,” the ad says, “but look at it 
this way. Hotel business slackens 
off on the weekend, and we make 
this offer having in mind: 

“The Sportsman’s Widow Week- 
end—for perhaps the man of the 
house has work to do on his books 
or a short trip out «2 town on 
business. Anyway, he’s going to 
be tied up; so why shouldn’t the 
ladies get together and enjoy this 
weekend as featured at the Lord 
Elgin Hotel. No dishes—no house- 
work—no regular routine ‘round 
the home. 

“You can enjoy breakfast in 
bed, as the Lord Elgin has com- 
plete room service for meals, 
snacks—and, say, what’s nicer 
than breakfast in bed for any 
housewife? 


s “Bring along the family, if you 
wish, because there’s no charge 
for children under 14 as far as 
rooms are concerned, because we 
just set up extra beds, and there 
is no charge whatsoever. And if 
they are youngsters, we can sup- 
ply baby sitter service at a very 
nominal charge. 

“You can feel quite safe in go- 
ing out to do your shopping in 
downtown stores, because you're 
in the center of the downtown 
shopping area. You don’t have the 
tiring struggle of trying to find a 
place to park the car, because 
your car is safely parked in our 
own parking lot, supervised by 
attendants at all times. 

“And if you wish to go for a 
drive, the car is right beside the 
hotel; we suggest you pick up 
weekend guests who will enjoy 
the same special weekend rate. 
It’s an ideal arrangement if you 
live in an apartment or small 
house. If they are from out of 
town, tell them to go right to the 
Lord Elgin .. .” 

The rest of the copy points out 
that each room is equipped with 
tv at no extra charge. 


s The ad appeared on a Wednes- 
day. Reported Mr. de Morest: 
“We weren’t swamped with res- 
ervations, mind you, and we 
didn’t expect to be. After all, this 
was the first ad of its kind. 

“But I was amazed at the num- 
ber of telephone calls we received 
from people inquiring about our 
plan. Several called to say they 
loved the ad. They may have no 
intention of taking us up on our 
offer, but they liked the copy and 
wanted to let us know.” 

One woman said the decorators 


had just turned her house upside 
down. Obviously feeling tired and 
despondent, she read the ad and 
called to say she’d be coming over. 

Even the Ottawa Citizen took a 
keen interest in the plan from a 
news point of view. The news- 
paper assigned a reporter to write 
a story on the “different” ad and 
the response to it. 

Mr. de Morest said his prime 
intention in drawing up the ad 
was to let the Ottawa and dis- 
trict public know there were 
plenty of rooms available over 
weekends and that he had free tv 
in every room. 


« “I’m sure our weekend plan is 
going to catch on,” he _ said. 
“We've never had this kind of re- 


sponse to anything we've plannedjoined Ruthrauff & Ryan, New 


before.” 

Local reaction to the December 
ad was so good Mr. de Morest 
plans another series this month, 
following them with reminders on 
the three local radio stations. 

Already, another Canadian ho- 
tel man, with a chain of eight 
hostelries, has requested copies of 
the ads and plans to run identical 
ones for each of his units. 

Does Mr. de Morest mind? “Not 
at all,” he said. “I hope hotel men 
in every town will smarten up 
and stop being indolent about 
slack weekend trade.” 


R&R Appoints Three 
James K. Martindale, formerly a 
senior vp of Lennen & Newell, has 


York, as creative group supervisor 
in the copy department. Lafayette 
W. Locke has joined R&R as a 
copywriter. He was formerly a 
senior writer-editor with Shell Oil 
Co. Armand Rivchun, formerly 
with Sullivan, Stauffer, Colweil & 
Bayles, has joined the agency as 
an account executive. 


AND IELUSTRATIONS 
\RI FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free ple. No obligoti Address... 
MULTI-AD SERVICES, INC. 
Box 8OGM Peoria. Illinois 
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Response to Canada 
Hotel's 2-for-1 Plan 
Called ‘Spectacular’ 


Ortrawa, Ont., Jan. 2—A vet- 
eran Ottawa hotel man has come 
up with an idea that may well 
rock the hostelry business out of 
its traditional weekend doldrums. 
It has also sparked an avid inter- 
est on the part of other hotel 
owners and managers across the 
country. 

Karl de Morest, manager of Ot- 
tawa’s stately 400-room Lord El- 
gin Hotel, used half-page ads in 
the local press to announce a 
“special weekend plan”; the re- 
sponse has been spectacular. 

The gimmick is simple: Mr. de 
Morest offers a single-room rate 
for two persons over weekends, 
providing the persons are from 
Ottawa and its environs. 


= “Ever thought of spending a 
hotel weekend—getting away 
from it all—and just relaxing?” 
the copy asks. “You don’t need to 
drive 200 miles on crowded high- 
ways. The Lord Elgin’s special 
weekend plan is available to resi- 
dents of Ottawa and district.” 

The single rate charge, the ad 
goes on to say, is applicable Fri- 
day, Saturday and Sunday; or 
Friday and Saturday, or Saturday 
and Sunday. 

It “may sound a little star- 
tling,” the ad says, “but look at it 
this way. Hotel business slackens 
off on the weekend, and we make 
this offer having in mind: 

“The Sportsman’s Widow Week- 
end—for perhaps the man of the 
house has work to do on his books 
or a short trip out of town on 
business. Anyway, he’s going to 
be tied up; so why shouldn’t the 
ladies get together and enjoy this 
weekend as featured at the Lord 
Elgin Hotel. No dishes—no house- 
work—no regular routine ‘round 
the home. 

“You can enjoy breakfast in 
bed, as the Lord Elgin has com- 
plete room service for meals, 
snacks—and, say, what’s nicer 
than breakfast in bed for any 
housewife? 


s “Bring along the family, if you 
wish, because there’s no charge 
for children under 14 as far as 
rooms are concerned, because we 
just set up extra beds, and there 
is no charge whatsoever. And if 
they are youngsters, we can sup- 
ply baby sitter service at a very 
nominal charge. 

“You can feel quite safe in go- 
ing out to do your shopping in 
downtown stores, because you're 
in the center of the downtown 
shopping area. You don’t have the 
tiring struggle of trying to find a 
place to park the car, because 
your car is safely parked in our 
own parking lot, supervised by 
attendants at all times. 

“And if you wish to go for a 
drive, the car is right beside the 
hotel; we suggest you pick up 
weekend guests who will enjoy 
the same special weekend rate. 
It’s an ideal arrangement if you 
live in an apartment or small 
house. If they are from out of 
town, tell them to go right to the 
Lord Elgin .. .” 

The rest of the copy points out 
that each room is equipped with 
tv at no extra charge. 


® The ad appeared on a Wednes- 
day. Reported Mr. de Morest: 
“We weren’t swamped with res- 
ervations, mind you, and we 
didn’t expect to be. After all, this 
was the first ad of its kind. 

“But I was amazed at the num- 
ber of telephone calls we received 
from people inquiring about our 
plan. Several called to say they 
loved the ad. They may have no 
intention of taking us up on our 
offer, but they liked the copy and 
wanted to let us know.” 

One woman said the decorators 


had just turned her house upside 
down. Obviously feeling tired and 
despondent, she read the ad and 
called to say she’d be coming over. 
Even the Ottawa Citizen took a 
keen interest in the plan from a 
news point of view. The news- 
paper assigned a reporter to write 
a story on the “different” ad and 
the response to it. 

Mr. de Morest said his prime 
intention in drawing up the ad 
was to let the Ottawa and dis- 
trict public know there were 
plenty of rooms available over 
weekends and that he had free tv 
in every room. 


s “I’m sure our weekend plan is 
going to catch on,” he said. 
“We've never had this kind of re- 


sponse to anything we've plannedjoined Ruthrauff & Ryan, New 


before.” 

Local reaction to the December 
ad was so good Mr. de Morest 
plans another series this month, 
following them with reminders on 
the three local radio stations. 

Already, another Canadian ho- 
tel man, with a chain of eight 
hostelries, has requested copies of 
the ads and plans to run identical 
ones for each of his units. 

Does Mr. de Morest mind? “Not 
at all,” he said. “I hope hotel men 
in every town will smarten up 
and stop being indolent about 
slack weekend trade.” 


R&R Appoints Three 
James K. Martindale, formerly a 
senior vp of Lennen & Newell, has 


York, as creative group supervisor 
in the copy department. Lafayette 
W. Locke has joined R&R as a 
copywriter. He was formerly a 
senior writer-editor with Shell Oil 
Co. Armand Rivchun, formerly 
with Sullivan, Stauffer, Colwell & 
Bayles, has joined the agency as 
an account executive. 
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Kelly Leaves Ellis & Kelly 
to Join Flying Tiger Line 

Dana P. Kelly, partner in Paul 
F. Ellis & Dana P. Kelly Associates, 
New York public relations consul- 
tant, has severed his connection 
with the company to assume full- 
time duties as pr director of Flying 
Tiger Line Inc., which has opened 
a New York office at 60 E. 42nd 
|St. Ellis & Kelly served Flying 


years. 

The reorganized company will 
operate as Paul F. Ellis Associates 
| Inc., with Mr. Ellis serving as pres- 
|ident. Rights to current business 
assets of the former partnership 
have been assigned to Mr. Ellis by 
mutual agrement. 


Bob Payne Named A.M. 


Bob Payne has been appointed 
manager of general advertising of 
the San Antonio Express and San 
Antonio News. Mr. Payne has been 
with the advertising department of 
the Express and News for the past 


five years. 


Resolve now to learn the full story of WFMY-TV’s year-in, year-out 
coverage of the Prosperous Piedmont section of North Carolina and 
Virginia. You’ll be happy to learn it takes only one station, WFMY-TV, 
to deliver complete coverage of this mighty industrial area of the South! 
Call your H-R-P man today. 


Greensboro 
Winston-Salem 
Durhom 

High Point 
Salisbury 
Reidsville 
Chope! Hill 
Pinehurst 

Fort Bragg 
Sentord 


Martinsville, Vo. 


Danville, Vo. 


WFMY-TV ... Pied Piper of the Piedmont 
“First with LIVE TV in the Carolinas” 


New York 


50 Prosperous Counties + 2 Million Population 
$2.5 Billion Market + $1.9 Billion Retail Sales 


GREENSBORO, 
Represented by 
Harrington, Righter & Parsons, Inc. 


Chicago —- Son Francisco — Atlanta 


Since 1949 


Tiger as pr counselor the past two | 
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Gal Misses $10,000 
Question: Tries for 
$103,000 in Law Suit 


New York, Jan. 2—Dale Logue, 
a red-headed dancer who missed 
a $10,000 astronomy question on 
“The Big Surprise” (NBC-TV), 
| has filed suit against the producer 
and sponsor of the giveaway. 

In the action, which was started 
|here last week in US. district 
court, Miss Logue asked that En- 
tertainment Productions and Spei- 
del Corp. put her back on the show 
as a contestant or pay her her 
$3,000 prize plus $100,000 to cover 
her “humiliation and embarrass- 
| ment.” 

In papers filed by her attorney, 
Miss Logue said she missed the 
$10,000 question on the air Nov. 6 
after she had been asked the same 
question, and missed it, during the 
warm-up. She charged that the 
warm-up sessions are “a devicc by 
which they (the producers) could 
eliminate any contestant” after 
they had found out what questions 
|he couldn’t answer. 

Miss Logue also alleges that 
|she had difficulty even getting a 
| chance to try for $10,000 after she 
|had successfully passed the $3,000 
| level and insured her winnings at 
$2,000 by answering an “insurance 
| question.” She said she was in the 
| Studio and ready to try for $10,000 
jon Oct. 30 but was “intentionally 
deliberately” barred from ap- 
pearing by the producers, who told 
the audience that she was still in 
Las Vegas. 


® Steve Carlin, executive produc- 
er for Entertainment Productions, 
said Miss Logue’s charges are 
“ridiculous and hopeless.” He said 
the warm-up sessions were staged 
to help settle contestants’ nerves, 
and that if a question asked then 
turned up later on the show “it 
would be coincidental.” 

The producer added that Miss 
Logue agreed to skip a week on 
the show to allow for a new con- 
testant and a change of pace and 
that “we did everything we could 
| to make this young lady happy - 
| | comfortable.” 


K udner Elects Newman, Dean 


Paul E. Newman, vp and execu- 
tive director of the art department 
of Kudner Agency, New York, has 
been elected a director of the agen- 
cy, and Louis E. Dean, account ex- 

| ecutive, has been named a vp. Mr. 
Newman joined Kudner in 1947 
when he terminated his own agen- 
cy operation in Los Angeles. Pre- 
viously, he had been a vp and 
partner of Erwin, Wasey & Co. Mr. 
Dean joined Kudner in 1941, after 
serving with the William Morris 

| talent agency and Campbell-Ewald 

| Co. 


‘Star & Tribune’ Raises Prices 

The Minneapolis Star & Tribune 
has raised the single copy price to 
7¢ a copy outside the Twin Cities 
metropolitan area. There is no 
change in the home delivered price 
or in the price of the Sunday Tri- 
bune, and the single copy price of 
the papers remains 5¢ in the met- 
ropolitan area. About 5% of the 
circulation is affected by the price 
| increase. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 
BUREAU 


165 Church Street, New York 7, N. Y. 
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TV Guide 


goes home 


with the eroceries 


Your best customer has just completed her weekly 
shopping at the supermarket. She has everything 
she and her family need for a week of home living— 
food, groceries and TV GUIDE. 


TV GUIDE goes home with the groceries, 
a staple item of reading fare for the whole family. 
Your best customer reads it several times a day. 


Want to make sure your product travels home 

with TV GUIDE? Advertise it in TV GUIDE, 

where supermarket shoppers can see it and associate it 
with their weekly shopping trips. 


A total of 7,000,000 copies of TV GUIDE are sold 
every month . . . 1,700,000 weekly . . . 
in over 17,000 supermarkets. 


TV GUIDE has more single copy sales than all 
other major weeklies combined : 


Average Net Single Copy Sales 


America’s Television Magazine __ nding June 20,1956 
Total Weekly Circulation—Over 4,600,000 Other Weeklies* 


“Saturday Evening Post, Life, Time, New Yorker, 
Newsweek, U. S. News & World Report, Sports illustrated 
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AND SECOND AMONG ALL CHEMICAL 


‘CHEMICAL ENGINEERING 


HEMICAL ENGINEERING NEWS 


CHEMICAL PROCESSING 


CHEMICAL ENGINEERING PROGRESS 


INDUSTRIAL & ENGI 


3 
a7 
. 
CHEMISTRY 6 ge 


Chemical 
Engineering 


... to sell 
engineers 
in all functions 


Chemical 


... to sell 
management 
in all functions 


; 
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OHI Sets National Home Free-Loading Press 
Improvement Congress 


A National Home Improvement Asked to Ease Up 
Congress will be held Feb. 1-2 in| 
Tucson, sponsored by Operation | by Las Vegas Hotel 
Home Improvement. Purpose of | Las Vecas, Jan. 2—A public 


this congress is to “review and | -elations gesture by the Hotel 


document the 1956 expansion of 
remont, offering free food and 
‘home improvement and planning drink to “members of the press,” 


for the further expansion of this appears to have backfired with 


$15 billion market in 1957. the hotel now indicating that it is 


In attendance will be leaders in|, - 
finance, building materials, home becoming a free-load- 


equipment and labor. Federal és 
e of the “members of 
Housing Administrator Albert M. the press” who've been asked to 


Cole will be a featured speaker. 
Tucson was chosen as the site of bots peer at the hotel are partic- 
this two-day congress because of When the hotel opened last May, 


the success of its local OHI cam- 
. , the management sent gold guest 
paign, which has brought about a cards to press people across the 


43% increase this year in remodel- country extending “a hearty in- 

ing permit dollar volume. vitation to eat, drink and be merry 
- on us.” 

Ralph Jones Adds Two According to L. Henry Kovell, 

Fawcett Women’s Group and| publicity director of the Fremont, 
Mechanix Illustrated have named | «;, almost every instance where 
Ralph H. Jones Co., New York, to| the press has made use of the card, 
handle their advertising. we feel that it has been a matter 
of mutual pleasure and satisfac- 
tion. 

“Unfortunately,” continues a 
mimeagraphed form letter which 
he has dispatched to all presumed 
card holders, “there have been a 
few instances of abuse. We feel 
that we must call attention to this 
|to avoid repetition, and we know 
chat you will want to help us out.” 


Agricultura 


REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation . . . stresses U. S. products . .. demonstrates the latest and best in farming 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de las Americas 


“The Magazine of Modern Farming for Latin America” 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 


® Mr. Kovell’s form letter reminds 
its recipients that “your gold card 
is clearly marked (not transfer- 
lable),” and asks that it not be 
turned over to friends and rela- 
tives for their enjoyment. 

| “In other cases,” the letter con- 
|tinues, “card holders have used 
their privilege to an extent that 
transcends the bounds of good 
sense, as regards the number of 
| their guests, as well as the volume 
lof viands ordered.” 

Mr. Kovell asks that card holders 
notify the hotel in advance of us- 
ing their card, be prepared to 
| furnish identification and give suf- 
|ficient advance notice (request 
‘and confirmation necessary) when 
| seeking complimentary room facil- 
lities at the Fremont, “in order to 
|avoid further abuse of these priv- 
| ileges.” 
| Getting back to those “irate” re- 
|porters who received the letters, 
addressed to “Dear Friend,” it 
| seems that some of them have not 
‘only never been to Las Vegas or 
the Hotel Fremont—they never 
even got a guest card. © 


Stricker Elected President 


Sidney G. Stricker Jr. has been 
named president of I. W. Harper- 
Ancient Age Distillers Co., a new 
sales affiliate of Schenley Distillers 
'Co., New York, effective Jan. 1. 
He joined Schenley in 1948 in St. 
Louis. He later served as Kentucky 
| state manager for Melrose Distill- 
jers and then directed a special 
| outdoor advertising program for 
| the 16 Schenley distilleries in that 
| state. In 1951, he became a special 
assistant to Seymour Hesse, direc- 
tor of advertising for Schenley 
Industries Inc. In 1954 Mr. Stricker 
became national brand manager 


Actually in action—lowering the retractable top on the new Ford hardtop convertible. 
You can tell your product story tn color and in motion to 50 million people 


The entire audience is yours—all yours— 
for 40—60—80-glorious seconds! 


Today, 12,000 movie theaters out 
of a nationwide total of 14,700 ac- 
cept theater screen advertising. 


Virtually all of the 4,384 drive- 
ins accept screen advertising. 


Do you know how many people 
saw advertising on the screens of 
these theaters and drive-ins during 
a sample week last summer? 


Over 56 million! Roughly 50 mil- 
lion of them were adults. 


The J. Walter Thompson Com- 
pany has just completed a massive 
study of theater screen advertising 
and its audience in the U.S. A. It 


is the most complete study ever 
done in the field. 

For 25 years, J. Walter Thompson 
Company has been doing theater 
screen advertising for clients not 
only throughout the U. S. A. but 
around the world. We are, indeed, 
the leader in this field. 

For many products in this coun- 
try, theater screen advertising is 
the lowest cost advertising avail- 
able. In many foreign countries it 


is virtually the only mass sight and 
sound medium available. 


If you are interested in this medium, 
we'd be glad to discuss it with you. 
We, of course, must reserve much of 
the information in our study for our 
clients. But, we shall be glad to share 
some noteworthy facts—enough to 
give you an idea of the size and value 
of this theater audience. Call or write 
the J. Walter Thompson Company 
office nearest you, or to 420 Lexington 
Avenue, New York 17, N.Y. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, San Juan, Buenos Aires, Montevideo, Sado Paulo, 
Rio de Janeiro, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, 
Cape Town, Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 


tor I. W. Harper-Ancient Age di- 
vision and was elected a vp of 
Schenley Distillers Co. 


DO-IT-YOURSELF ADVERTISING 
ANNOUNCEMENT FROM TPA 


see page 
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OWING WITH THE NEW CHICAGO 


... with over 2134 million lines 
of advertising in 1956 


...@ GAIN of 13% million lines 
over 1955, the previous all-time high 


... with 24 straight months of 


ee * 
retail advertising gains 
. a record equaled by no other Chicago paper 


... with a move UP to NO. 2 SPOT 


in total retail advertising 
. + + printing 13!/2 million lines in 1956— 
MORE than either afternoon paper! 


j MAKE YOUR BUSINESS GROW IN 1957 WITH CHICAGO'S 
— FASTEST-GROWING NEWSPAPER! ADVERTISE IN THE 
CHICAGO U N TI IMI *From Jan. 1955 
with Chicago = through Dec. 1956 
sn ines <<: NEWSPAPER OF THE NEW CHICAGO 
vilding 


211 W. Wacker Drive 250 Park Ave., N.Y.C. 
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where your dollars 
buy the most 


The San Francisco Call-Bulletin concentrates its circulation (and your 
advertising dollars) in the prosperous, productive Target Market— 
the 3 rich West Bay counties (San Francisco, San Mateo and Marin). 


The most for your money where it counts the most... 


SAN FRANCISCO 
CALL-BULLETIN 


San Franci 


heading 
Evening Newspaper 


Condemns Comparative Claims 

The National Better Business 
Bureau has adopted a resolution 
condemning the use of comparative 
price claims in advertising unless 
the claims are accurate and prov- 
able. NBB says the problem of false 
and deceptive comparative price 
claims has become “increasingly 
acute” in the past year or two. Al- 
though these claims are made by 
some national and regional manu- 
facturers, the practice originates 
primarily at the local retail! level, 
according to NBBB. 


Plan New Paper Mill 


Crown Zellerbach Corp. and 
Time Inc. have announced forma- 
tion of the jointly-owned St. Fran- 
cisville, La., paper company. The 
new company will build and op- 
erate a $31,000,000 mill to make 
machine-coated printing paper. 
Half the mill’s annual] output will 
go to Time Inc., the other half 
will be marketed by Crown in the 
Midwest and East. 


THE SALT LAKE INTERMOUNTAIN MARKET 


Salt Lake is just the beginning of the Intermountain Market. 


than 
YOu might think / 


Not just Salt Lake City with its 211,000 people; not just Utah with its 790,000 people; 
But the entire 4-state market* with its 1% million persons. In the West, people's needs 


are the same—but marketing is different! Sales cover a wider area. Experience shows that you can 


reach—and sell—this entire market effectively only if you use the coverage of Salt Lake's two great 


metropolitan newspapers. 


*Recognized as one big market by the Department of Commerce 
and the National Retail Drygoods Association. 


Che Salt Lake Tribune * 


(MORNING & SUNDAY) 


% 


DESERET NEWS uno 
& Salt Lake Telegram (eveninc) 


COLOR IM MEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 
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WRCA Fines Comic 
$675 for Inserting 
Three Free Plugs 


New York, Jan. 2—WRCA-TV 
is taking strong measures to curb 
performers who insist on inserting 
“free plugs” in their ad lib materi- 
al. 
Victim of the NBC sstation’s 
crackdown was comic Gene Bay- 
los, who will be charged for three 
spots he inserted in “Punchline” 
during the week of Dec. 14. 

This was a return weekly en- 
gagement for Mr. Baylos on the 
five-minute Monday-through-Fri- 
day show. At the start of the week 
he reportedly inserted an obvious 
plug for Smirnoff’s vodka. The 
next morning George Heinemann, 
WRCA-TV program manager, 
called Music Corp. of America, the 
comedian’s agent, and asked that 
Mr. Baylos refrain from plugs on 
the show. 

The warning went unheeded. 
The second night, a rainy one, the 
comic worked in Reindeer boots. 
The third night, according to 
WRCA-TV’s reports, he managed 
to get a word in about Early Times 
bourbon. 


® As a result WRCA-TV has de- 
cided to deduct the cost of three 
10-second spots—$675—from Mr. 
Baylos’ weekly salary check of $1,- 
000. It remains to be seen whether 
this action will be protested by Mr. 
Baylos’ agent or union. Had the 
station decided to charge the en- 
tertainer the 20-second rate—$1,- 
325 for three spots—he would have 
owed WRCA-TV money. 

The “Punchline” telecast, an ex- 
perimental series started a few 
weeks ago, will go off the air in 
January when the revised “To- 
night” show gets rolling. 

WRCA-TV’s action is believed to 
be the most severe step yet taken 
to curb free plugitis. It should 
perhaps be emphasized that these 
disciplinary mea:ures involved a 
strictly local show and a performer 
with a one-week engagement. 

No such cleanup measures have 
yet been evidenced on NBC-TV’s 
“Tonight,” a favorite target of the 
boys who get their clients men- 
tioned without paying time charg- 
es, or the “Bob Hope Show,” where 
the free loaders have been known 
to get equal time with the sponsor. 


Street & Smith Names Winter 
Hal Winter Co., publishers’ rep- 
resentative in Miami Beach, has 
been appointed by Street & Smith 
Publications to represent the travel 
programs of Mademoiselle, Charm 
and Living for Young Homemakers 
in Florida and the Carribean area. 


—=. “Signs and Belts 
and Troffic Lights . . . 


Bandages and things!” 


Amazing, the thousands of articles 
bought for American communities by 


POLICEMEN 
and EMPLOYEES 


Weapons, radio systems, safety devices, 
clothing, vehicles, parking meters, finger- 
print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 
of this uniquely specialized magazine. 
CALL THE POLICE for sales-expansion ! 


COP P sg associates 
‘1475 Broadway, New York 34, N. Y. 
BRyant 9-7450 
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and again 1956 
The Post-Gazette 
scores another 
all-time high 

advertising 


Few newspapers in the nation—certainly no 
other in Pittsburgh—can point to such a. ecord 
as the Post-Gazette's! 

Imagine! All-time record highs in total 
advertising in five of the past six years! It 
might have been six out of six except tor Pitts- 
burgh's department store strike through all 
of 1954. 

1956 was the biggest year in our |70-year 
history! Yes, more and more advertisers are 
turning to the Post-Gazette to build their sales 
in America's eighth market because .. . 


Something HAS happened in Pittsburgh! 


Pittsburgh Post-Gazette 


Fastest Growing Newspaper in America's Eighth Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
Source: Media Records 
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“IT TAKES THE LAFAYETTE JOURNAL 
and COURIER TO COMPLETE OUR 
ADVERTISING PROGRAM IN INDIANA” 


We always recommend the use of the Journal and Courier 
because experience has shown us that no other medium or 
newspaper can give us the necessary coverage in this rich and 
important Lafayette market. 
H. R. BLACKBURN, President 
Hoosier Brokerage Company 
Indianapolis, Indiana 


LAFAYETTE 


Indiana's Best r REPRESENTED NATIONALLY BY 


WEST LAFAYETTE JOURNAL* "COURIER 


INDIANA Member of Federated Publications ceivers are expected to be installed 


|Commenrrrrcial TV 
for the Highlands 
Is Set for 1957 


Epinsurc, Jan. 2—Commercial 
television comes to bonnie Scot- 
land in 1957. Canadian newspaper 
| proprietor Roy H. Thomson, owner 
jof the Scotsman and chairman of 
| Scottish Television, announced that 
|his company has contracted with 
the government appointed Inde- 
pendent Television Authority 
(ITA) to provide programs to 


This Important Indiana Market Is Covered Only by the Scotland seven days a week. 


The ITA transmitter to be used 
by Scottish Television wil] reach 
jabout 4,000,000 persons, or some 
four-fifths of the total Scottish 
population. Nearly 500,000 tv re- 


within the station’s range by the 
time programs start on Aug. 31. 


Balanced Market SAWYER-FERGUSON-WALKER COMPANY Mr. Thomson said that in the 


initial stages, Scottish Television 
is expected to produce about 10 


@ Letters to Santa are mostly typed in Indianapolis, where 
aga riter sales are running virtually three-to-one over 
the national average! 

In fact, the good people here are buying more of just 
about everything, from typewriter ribbons to hair ribbons. 
Among cities of 600,000 and over, Indianapolis ranks 7th 
nationally in retail sales per capita. And department store 
sales are 149.2%—repeat, 149.2% —above the national 
average! 

The reason, of course, is that Indianapolis bread-winners 
are making more money. Average income per family is an 
eyebrow-raising $6,669 . . . 39.3% over the national par!* 


*Seles Management, Survey of Buying Power, May 10, 1956 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS 


|pendent Television Authority 
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hours of programs out of the maxi- 
mum of 50 hours a week per- 
mitted by law. The remaining pro- 
grams will be network productions, 
mainly from London, where As- 
sociated-Reciffusion (A-R) pre- 
sents week¢ay programs and As- 
sociated Television (ATV) 
|presents Saturday and Sunday 
| programs. 
| Rates for commercial advertising 
| spots between programs will range 
|from £7 (nearly $20) for a 5-sec- 
lond flash to £250 ($700) for a 
jone-minute spot during peak 
|viewing hours. 


A-R, British TV 


Show Producer, Now 


‘Operates in Black 


LonpOoN, Jan. 2—Associated- 
Rediffusion, the company which 
provides weekday commercial 
wprograms in London and the 
Southeast of England, reports it is 
at last operating in the black. 

In its annual report A-R said it 
lost nearly £3,250,000 ($10,100,- 
000) in the 22 months ended Sept. 
30, 1956. Chairman J. Spencer Wills 
told the annual general meeting: 
“Our business is well and truly 
established, albeit at a very high 
cost.” He said the company is 
now operating at a profit. 

Under the British system, com- 
panies such as A-R contract with 
the government-appointed Inde- 


(ITA) to televise programs. Ad- 
vertisers do not sponsor shows but 
buy advertising spots between 
shows. 


OAI Creates Plant Owner 


| 
| 


| 


they Buy More because they Have More! 


And it’s not only a rich market... 
> It’s Bic. 


> It's SreapY . . . unsurpassed for diversification and 
balance of industry and agriculture. 


> You get Saruration Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data. 


| Traugott Joins ‘Grocer’ 


Grocer. 


Sales Advisory Committee 

A new plant owner sales advis- 
ory committee has been created at 
Outdoor Advertising Inc., New 
York, to make available to local 
plant sales managers “the tech- 
niques and materials employed by 
the national sales and promotion 
organization.” The following plant 
sales managers will serve as mem- 
bers: 

George W. Caspari, General Out- 
door Advertising; J. Willis Cantey, 
Columbia Outdoor Advertising; 
William R. Harris, United Adver- 
tising Corp.; William .R. Hoskins, 
Walker & Co.; N. F. Lawler, Foster 
& Kleiser; W. A. Schmid, North 
Texas Advertising, and William 
Smith, Pittsburgh Outdoor Adver- 
tising. 


Harry N. Traugott, formerly 
with Alco Gravure, has joined the 
eastern sales staff of Progressive 


NOT EVERY FILM 


FULL ANIMATION! 


STOP MOTION 


When your client’s film calls for eye- 
erresting action to put their message 
} ecross, STOP MOTION FILMS can do the 
| job ot surprisingly low cost. 

has specialized for years i: 
making films thet give showmanship 
ond sales punch to the advertiser's mes- 
sage. . . AT LOW COST! 


process con do the 
same for YOUR film. Write for informe- 
tien. 


filmack studios 


WABASH 241 W. 44m ST 
CHICAGO. NEW YORK. KY 
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NUMBER ELEVEN IN A SERIES 


FIRST POWERED FLIGHT: Wright Bros. 1903, Courtesy Brown Bros. 


Man’s attempts to conquer the atmosphere hark back thou- 
sands of years . . . even into the dark ages of mythology where 
the fabled Icarus attached wings to his body with wax, later 
plunging to death when the sun melted the uncertain connec- 
tions. 


Flying grew slowly over the centuries — through Leonardo Da 
Vinci’s drawing for a flying machine four hundred years ago, 
until today, with the fabulously unbelievable jets and guided 
missiles. Among the leaders were the Wright brothers, who 
opened up new vistas with their powered flying machine at 
Kitty Hawk, North Carolina over fifty years ago. The reward 
for this tremendous effort is all around us . . . in the shape of 
a better world because of swifter transportation, a closer har- 
mony between different peoples of the world. 


The lives of these great men of vision who conquered the air 
are all the more remarkable because of their identity of pur- 
pose — never stopping after they reached their immediate 
objectives, but continually striving for the unattainable that 
becomes the reality of tomorrow. 


AMERICA’S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE 


Through its 37 years of existence, The American Legion has 
considered the importance of aviation to national security and 
economy a primary problem, contributing greatly in time and 
money to the furtherance of this new industry. 


In 1920, The Legion proposed Federal legislation to insure the 
improvement of aviation in the United States, culminating in 
the creation of the CAA 18 years later. Even before the close 
of World War II, the Legion strongly advocated an Air Force 
Academy, today a reality. These are but two examples of the 
Legion’s accomplishments in helping develop a stronger, more 
vital aviation industry. 


Today, nearly 3,000,000 Legionnaires put forth their strongest 
efforts in the support of many worthwhile Legion activities. They 
keep well-informed on such subjects through their own American 
Legion Magazine, the “voice” of The Legion. Knitted together 
with an identity of purpose that carries over into everything they 
do, they represent a custom-built market for the advertiser. 


he. 


LEGION 
Magazine 


720 FIFTH AVENUE, NEW YORK 19.N.Y. 


By 
— 
« 4 
YY 
he 
ae 
eee 
4 


Poor Bill! He knew his product inside-out, 
planned his attack like a blitzkrieg, bird-dogged 


buyers with a bill collector’s tenacity. 
But the best Marilyn, the reception 
gal, had for him was. . . 


by Clark Everett 


ILL Biccarrt hit the B & B plant 8:30 on the 
button. Mr. Mestel would be through his 
mail, and he'd still get the jump on that 
order-hungry waiting room mob. He didn’t have 
a date, but he knew he could usually catch his 
man before he started chasing around the plant. 
Catch his man? What a job that had been! 

“If I could only find the man who buys fork 
trucks, I'm in,” he'd promised himself. And there 
was his man, just three doors down the hall all 


the time — the mighty Mestel, himself. Now he 
figured, “Just about set for that order!” 

“Hi,” he smiled to Marilyn, the blonde be- 
hind the switchboard. “Would you tell mister- 
you-know-who I'd like to see him?” 

She smiled back, “Sure will. Just relax.” But 
he stood still, too keyed-up to move. Then, a 
second later, she delivered the crusher — “Mr. 
Mestel is busy. Why don’t you stop by again, 
honey?” He blinked, shook his head, and walked 


car 
ro 


out slow-footed. When he got in his car, he looked 
at his face in the rear-vision mirror, and mut- 
tered, “Death of a salesman.” 

About two weeks later the boss called him 
in. “Great going, Bill! A tough outfit. Never 
thought you'd crack 'em.” 

He blushed, completely at a loss. “Crack 
what? I don’t get it.” 

“Don’t play footsie with me,” said the sales 
manager. “What you see here is an order for one 
fork truck, Model CG-13, from B & B.” 


iLL couldn't help himself. He jumped in his 
car, and buzzed out to the B & B plant... 
charged right into George Mestel’s office. 

“I'm here to thank you for an order!” he blurted 
out. “But, I'm a crazy mixed-up kid. When I 
called a few weeks ago, you wouldn't even see me.” 

“Calm down, Bill. Two weeks ago I didn’t 
think we'd ever order anybody's fork truck. We 
were set. I didn’t know any more about this than 
you up until a few days ago.” 

“People just don’t go out and spend a couple 
of thousand bucks casually,” said Bill. 

“No,” said Mestel, “but keep your shirt on. 
What happened was this. Down at Shipping, stuff 
was jamming the dock. Supervisor must of got fed 
up. Stewed about it to the Manufacturing Engi- 
neer. Together they worked out a new way to 
stack crated motors. Grabbed the Methods Engi- 
neer. He gave them a new pallet idea.” 

“I thought materials handling stuff started 
with you?” said Bill. 

“Sometimes, yes — sometimes, no,” said 
Mestel. “But to get on with it — before we got 
through we had four of our plant people in the 
act, including me. Once we licked the pallets, 
we could use a new fork truck. Simple, hey?” 

“But who actually bought it?” Bill asked. 


“We all made recommendations. I plugged 
for you, but had to yell to be heard. Nobody 
knows your product real well around here but 
me, apparently. Anyway, this time, after a lot of 
talk, and passing around the proposal you left me 
— and plenty pressure—they gave in.” 

“I'm the most grateful, confused guy you 
ever met,” said Bill. “I had no idea so many men 
got involved in the purchase of a fork truck.” 

“It’s like that most of the time,” said Mr. 
Mestel. “Recommending and specifying seem to 
work out like doing what comes naturally. A lot 
of our plant people — not always the same people 
— get into the act. Never too sure when or where 
a need will come up, or why — or who will initi- 
ate it. Sounds crazy, but it really works okay. Any- 
way, it’s no one-man job, I can tell you that.” 


HE facts in this story are true. They come 
from an actual case history, of which we 
have many to show you. The fiction is 
credible — there are many Bill Biggarts who con- 
scientiously go about their selling. But most are 
not so fortunate — and miss the order too often. 

What Mr. Mestel meant by “our plant peo- 
ple” is what Facrory means by the PLANT Oper- 
ATING GrouP ... “the management men and engi- 
neers with operating responsibilities for produc- 
tion, plant engineering and maintenance, and 
direction of people.” 

No man's sales army could cover them all — 
even your Factory advertising can’t. But this is 
one part of your selling that Factory can do 
superbly better than any other means or media... 
principally because Factory is the only publica- 
tion that concentrates its coverage and editorial 
on the PLant OperaTinc Group in the manufac- 
turing industries, as any Factory representative 
can completely demonstrate. 


MANAGEMENT AND MAINTENANCE 


A McGraw-Hill Publication, (ABC-A BP) 330 W. 42d St., New York 36, N. Y. 
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To Tap this SOLID and SWEET 


market, address Room 516, Statler 


Office Bidg., Boston 16, Mass. 
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Barre Times 


Burlington Free Press 


Brattleboro Reformer © Rutland Heraid « St. Johnsbury Caledonian-Record 


Sweden Leads Other 
Scandinavians in Ad 
Activity, Study Shows 


COPENHAGEN, Jan. 2—A monu- 
mental inquiry into the costs of 
selling and advertising in the econ- 
omies of the four Scandinavian 
countries has been completed by 
the Federation of Nordic Market- 
ing Assns. 

This is believed to be the first 
time a comparative study of this 
kind has been conducted on such 
a wide scale. Investigations were 
carried on simultaneously in Den- 
mark, Finland, Norway and Swe- 
den. The period covered was the 
year 1953. 

Results of the study have been 
published here in an English- 
language booklet, “Selling Costs 
and Advertising Expenditure in 
Scandinavia.” Some of the high- 
lights are: 


® 1. Advertising expenditures in 
11953 totaled $115,000,000 in Swe- 
|den, $55,000,000 in Denmark, $25,- 


000,000 in Norway and $20,000,000 
in Finland. (The study reports ad 
spending in the national curren- 
cies. ADVERTISING AGE converted 
them to dollar equivalents.) 

2. Sweden’s advertising expen- 
diture is 1.5% of gross national 
product. Denmark follows with 
1.4%. For Norway, the figure is 
0.85%, and for Finland, 0.79%. 

3. In all four countries, adver- 
tising expenditure constitutes be- 
tween 25 and 30% of actual sell- 
ing costs. (The selling costs in 
this study were separated from 
the costs of distribution.) 


The advertising figures re- 
ported in the study represent a 
complete accounting and include 
expenditures in retail store ad- 
vertising (windows and interior 
display, neon signs, etc.), tele- 
phone directory and theater pro- 
gram advertising, all types of out- 
door advertising, local newspaper 
advertising and advertising man- 
agement (company costs in main- 
taining an ad department and 
direct payments to agencies for 
artwork and services). 


“He sets up 6,324,500 games 


Frank P. Downey, Vice-President, American Machine & Foundry Co., says: 


“The pin boy has been replaced in over 20,000 bowling alleys 


by our "Mr. Pinspotter.’ 


“He's the symbol for AMF’s completely automatic unit 
that sets the pins up and returns the ball in a matter of 


seconds! 


“In many places ‘Mr. Pinspotter’ works 24 hours a day! 
"He's always on the job for one good reason—Air Express! 
“When an AMF automatic pinspotter needs spare or re- 


CALL AIR EXPRESS 


Air Express 


a week!”’ 


placement parts, they leave our Shelby, Ohio, factory for every 
state in the country—even Hawaii and Alaska—by Air Express. 
Radio-controlled trucks cut pick-up time, often in half. Air 
Express private teletype ‘keeps an eye’ on the shipment. 

“Yet, with all this speed and service, AMF actually saves 
money with Air Express. A typical 15-pound shipment goes 
from Shelby, Ohio, to Philadelphia for $3.71. That's $3.94 
less than any other complete air service!” 


—— 


GEeTs THERE FIRST via US. Scheduled Airlines 


... division of RAILWAY EXPRESS AGENCY 
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Scandinavian 
Ad Spending 
Ad ex- 
pendi- 
ture per 
Gross Advertis- thousand 
national ing expen- of gross 
product diture national 
(billiens) (milliens) product 
Sweden 40.0 Kr. 620 Kr. 15.5 
Denmark 28.6 Kr. 308 Kr. 13.9 
Norway 23.1 Kr. 198 Kr. 8.4 


Finland 805.0 Marks 6,300 Marks 7.9 


For each country, there is a me- 
dium-by-medium breakdown of 
all these expenditures. 

Of the four countries, Sweden 
has the greatest amount of ad- 
vertising, in both absolute and 
relative terms. This, says the 
study, reflects the more highly de- 
veloped selling methods of Swe- 
dish manufacturers. 


® Denmark, Norway and Fin- 
land rank after Sweden, in that 
order, in advertising activity. It 
is interesting to note that the 
standard of living in the four 
Scandinavian countries can be re- 
lated to advertising and selling 
activity. 

In all four countries, the daily 
newspaper is the most important 
advertising medium, accounting 
for between 21 and 28% of total 
advertising expenditures. 

The study also makes some in- 
ternational comparisons, finding 
that the U. S. spends twice as 
much on advertising (in relation 
to gross national product) than 
any other single country. 

“The conclusion must be,” says 
the study, “that Sweden, Great 
Britain and Denmark have ap- 
proximately similar marketing 
structures, whereas the U. S. has 
an advertising expenditure twice 
as high as that of the countries 
mentioned. Norway and Finland 
spend about half the amount 
spent by Sweden, Great Britain 
and Denmark.” 


Garneau Switches Agencies 

Jos. Garneau Co., New York, im- 
porter of Usher’s scotch whiskies, 
Cruse wines and Veuve Clicquot 
champagne, a_ subsidiary of 
Brown-Forman Distillers Corp., 
Louisville, Ky., is moving its ad- 
vertising account from Buchanan 
& Co. to Albert Woodley Co. While 
no budget figures were available, 
Joseph G. Ringwalt Jr., president 
of Garneau, said that there would 
be a substantial increase in adver- 
tising expenditures during 1957. 
The Garneau company was bought 
by Brown-Forman last summer 
(AA, Aug. 27, ’56). 


Ten Rules 
for Believable 


Testimonials 


All of us know that testimonials 
play an important part in ad- 
vertising and selling. But there’s 
nothing worse than a testimonial 
that sounds like you've squeezed 
hard to get it. What, then, are 
the characteristics of good testi- 
monials? What are the rules you 
should follow for making your 
testimonials believable? For the 
interesting answers, turn to the 
January issue of ADVERTIS- 
ING REQUIREMENTS. Read 
“Ten Rules for Believable Testi- 
monials.” 

Each issue of AR covers all 
phases of advertising production, 
promotion and merchandising— 
everything an adman does ex- 
cept buy time or space. 

If you're not a subscriber, simp! 

clip this ad, attach your $3 por 
and mail today for a year’s (12 
issues) trial starting with the 
January issue. Your money back 
of course, if you're not glad you 
tried it. 


Advertising Requirements 


The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 
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Grit sells a mass market 
of 16,000 true small towns 


You have to Aimwell (La.) your Rifle (Colo.) to 
penetrate the magnificent market represented by 
America's true small towns. 

Grit is the only national publication which de- 
votes itself exclusively to their interests. It’s the 
only one with a circulation concentration as high 
as 58.53%—or anything approaching that figure— 
in towns of 2500 and less. It’s the only one to offer 
virtual home-town coverage of 16,000 such towns 
all over the land. It’s the only one to capture the 
‘‘feel’’ of true small towns—towns beyond the 
sphere of influence of major cities. 

Here is a world that’s comfortable and opti- 
mistic and good. The friendly druggists are really 
friendly —they've watched their customers grow up. 
The school teachers practice the fundamental 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


discipline of the three R’s. And the streets aren't 
cluttered with frantic cut-price merchandisers. 

Here is a mass market in which you can wina 
lasting consumer franchise by sound advertising— 
with Grit as your spearhead. We have, and shall be 
glad to furnish, 21 years’ proof of that statement. It 
is more true today than ever before—for Grit, with 
4 million readers and significant advertising gains, 
is more influential than ever before. 

For a big-space, full year’s campaign in Grit, you 
need only pay about as much as you would for one 
insertion in a mass-circulation weekly—a mighty 
small Price (Ky., Md., N.C., N. Dak., Tex., Utah) 


for a mighty big sales Advance (Ind., Mo., N.C.). 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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 Falute to 
THE AUTOMOBILE INDUSTRY 


vind 


ARTHUR KNORR 


For the Successful Presentation of the 


NATIONAL AUTOMOBILE MANUFACTURERS 


ASSOCIATION SHOW 
NEW YORK COLISEUM - DEC. 8th-16th 


We are proud to have been associated with 
the production and presentation, together 
with Arthur Knorr, the producer, of the first 
Industry sponsored automobile show in al- 
most two decades. It represents another 
potent example of the ‘‘Business World”’ and 
the ‘‘Show World’’ combining to deliver an 
effective sales story. 


THE WILLIAM MORRIS AGENCY, representing a 
wide range of top creative talent including 
performers, producers, directors, chor— 
eographers and writers,and its years of 
know-how is immediately adaptable to help 
your organization get its message across to 
the American public. For further information, 
call or wire: Industrial Show Department 


WILLIAM MORRIS AGENCY, inc. 
est. 1898 


Beverly Hills 
151 EL CAMINO 
CRestview 4-7451 


New York 
1740 BROADWAY 
JUdson 6-5100 


Chicago 
919 No. MICHIGAN 
Whitehall 3-1744 


“Since 1898 the Agency of the Show World” 


Ward's Spring Book 
Features Fashion, 
Sale Book Savings 


(Continued from Page 3) 
ing. Other fashion features are 
skirts imported from Italy, knit- 
wear items at 17 to 39% below 
nationally-advertised prices and a 
famous branded line of women’s 
shirts. 

The fast-growing hobby of boat- 
ing takes the back covers of the 
catalog, which feature outboard 
cruisers and other boats. The out- 
board cruisers also are available 
in a do-it-yourself boat kit. 


s Eye-level refrigerators and 
freezers are introduced for the 
first time in the home furnishings 
section. For the home gardener, the 
book includes a new riding lawn 


mower with attachments for seed- 
| ing, aerating, rolling, hauling, bull- 
| dozing and snow-cleaning. 

| Cover of the 920-page book, for 
| the first time, is devoted to Ward’s 
shopping services rather than to 
items of merchandise. 


|/@ A lay-away plan is introduced 
|to mail order selling in the Mont- 
|gomery Ward midwinter sale 
|book, mailed to customers last 
week. Items in demand in the sum- 
mer—power mowers, boats, out- 
board motors, air conditioners, 
ventilating fans, outdoor cooking 
| equipment, tents and lawn furni- 
|\ture—are offered under the lay- 
| away plan in eight pages in the 
|center of the book. A deposit of 
| from $2 to $5 will hold a purchase 
until May 1, after which the cus- 
tomer may pay the remainder in 
cash or monthly instalments. 

The 224-page book, in 642x912” 
format, features price cuts ranging 
up to 45% with an average of 10%, 
according to Montgomery Ward. 
The front cover points up the tra- 
ditional midwinter white sale; the 
back cover highlights the lowest 
price in 15 years on china. 

Among the seasonal items of- 
fered are a rotary snow-thrower, 
reduced 44%; winter underwear 
for men at 24 to 36% below na- 


tionally advertised prices, and 
winter weight pajamas, reduced 
40%. 


Sale prices in the book are in 
effect until March 15. 


SPIEGEL OFFERS PARIS 
DESIGNS IN CATALOG 

Cuicaco, Jan. 2—Spiegel © Inc., 
collaborating with five leading 
Paris couturier houses, is offering 
its mail order customers “an au- 
thentic collection of Paris fash- 
ions” in its 524-page spring and 
summer home shopping book, just 
off the press. 

Spiegel buyers went to Paris and 
selected 30 original models by 
Jacques Heim, Chanel, Madeleine 
de Rauch, Truyere and Catherine 
Sauve, and with consent of the 
designers, re-created the models 
in popular price ranges. Italian 
designers also are represented in 
the catalog, with sportswear 
models from Umba, Capucci and 
Antonelli. 
| Prices in the book are estimated 
by Spiegel to average from 1 to 
|1%% over fall levels. Many lines, 
however, are priced the same or 
lower than in the fall catalog, a 
Spiegel merchandiser said, adding 
that since catalog houses must 
plan far in advance of publication, 
some prices do not reflect the in- 
creases forecast for spring by re- 
tailers in general. 

A featured item, “for the mil- 
lions who are not millionaires,” is 
a 32x12’ backyard swimming pool. 
The pool, a do-it-yourself outfit 
engineered for permanent instal- 
lation, costs $995. 
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percolator urn that makes 49 cups 
of coffee, women’s shoes with non- 
breakable heels and pleated dress 
shirts for men. 


Annabelle Candy Sets Contest 
Annabelle Candy Co. San 
Francisco, has launched a write-a- 
line-to-rhyme contest in which a 
Volkswagon will be top prize. The 
contest will promote Annabelle’s 
Rocky Road candy. The Pacific 
Coast edition of Puck—The Comic 
Weekly and the Los Angeles Times 
comics page will be used. Long 
Advertising is the Annabelle 
agency. 


Sales Execs Set Confab 

Edward O. Morgan, Kierulff & 
Co., Los Angeles, has been ap- 
pointed chairman for the national 
convention of National Sales Exec- 
utives Inc., to be held in Los An- 
geles June 5-7. Ted Stromberger, 
Stromberger, LaVene, McKenzie, 
Los Angeles, has been named con- 
vention publicity chairman. 


170,000 Women 


make or influence buying decisions 


who 


read NATIONAL 
WOMAN 

170,000 business and professional 
women add up to a lot of PURSE 
POWER. With higher-than-aver- 
age income and with the responsi- 
bility for business purchase, their 
BUYING POWER is tremendous. 


BUSINESS 


Here are the consumer magazines 
they read:* 
Better Homes and Gardens 20% 


Coronet 
Good Housekeeping . 24% 
Ladies Home Journal ... 28% 
Life 28% 
McCall's 21% 
Reader's Digest 60% 
Saturday Evening Post 20% 
Time 20%, 


But 100%, read National Business 
Woman, their own magazine. 


You and your products and serv- 
ices can be represented in the maga- 
zine that all these 170,000 decision- 
making women read for only $5.28 
per thousand (12x b&w page). 
That's real advertising power. Write 
for fact sheets, rate card and circula- 
tion breakdown. Find out about 
PURSE POWER. 


* survey of members of the National 
Federation of Business and Profes- 
sional Women’s Clubs. 


NATIONAL BUSINESS WOMAN 
1300 CONNECTICUT AVENUE, N. W. 


| Other new items are a central 
|air conditioning unit for a whole 
house; built-in gas and electric 
lovens and ranges; an automatic 


ROOM 311 WASHINGTON 6, D. C. 
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Ivan Given, 


COAL AGE Editor, 
Builds Top Stories 


on Over 35 Years’ 


“Run-of-Mine”’ Experience 


ERE’S A TYPICAL McGraw-Hill Editor—Ivan 

Given of COAL AGE—on the trail of a feature 
story for his magazine. The working miner’s out- 
fit he wears has over 35 years’ below-ground use 
behind it. He’s worn it in mines in 21 states—in 
almost every area where coal is produced. 

Ever since he first broke into print as an under- 
graduate with a monograph on “Mining Methods 
in West Virginia,” Ivan—or to give him the full 
treatment, Ivan A. Given, BSEM, MSEM—has 
been a familiar figure below ground and above 
wherever coal is mined. And the magazine he 
heads is equally familiar. Ask Ivan how long his 
book has held its position of leadership and he’ll 
tell you “From Armstrong to Automation.” 
(Armstrong equipment was the miners’ own name 


You Dig 
Story? 


for shovels and picks piloted by a pair of strong 
arms in the days before throttle-benders took over 
below ground.) 

Ivan has led his magazine through the thick of 
many controversies since he joined it in 1928. In 
covering all phases of the production and primary 
distribution of coal, he and his editors have put 
their fighting leadership behind whatever has been 
good for the worker and good for the investor. 
They’ve led in such areas as the increase of ma- 
chine mining, the trend toward amalgamation of 
producers into more efficient, more economical 
operating units, the present drive to raise mer- 
chandising to the same high level as the other 
branches of the coal industry. 

Taking industrial trends and making them 


McGraw-Hill Magazines 


McGraw-Hill Publishing Company, Incorporated 


330 West 42nd Street, New York 36, New York 


standard procedures is one of the many ways 
McGraw-Hill magazines serve in 16 specialized 
fields of industry. The 485 McGraw-Hill Editors 
live with the problems of their readers. They know 
them because they know their readers in the field. 
Over 3,000,000 miles of travel yearly keep them on 
the ground, and in Ivan’s case, under it. That’s 
one more reason why McGraw-Hill magazines are 
bought by more than a million men in business 
and industry . . . why in McGraw-Hill magazines 
you reach a concentrated market of the people 
who specify and buy the products and services you 
sell. And why your advertising pages in McGraw- 
Hill magazines reach an alert, responsive and 
action-taking audience in business and industry. 
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Gylte to Cunningham & Walsh | Chicago, has joined Cunningham & 
Carl Gylfe, formerly time buy-/| Walsh, Chicago, to take over the 


ing supervisor of Leo Burnett Co., 


/new post of media director. Elinor 
Fahrenholz, writer-producer at 


C&W, has been advanced to radio- 


MAGAZINE CLASSIFIED 


— BIGCEST — 
— BY THE MILLIONS — 


Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 


¥| tv director, also a new post. 


| Breinig Names Ovesey & Straus 
Breinig Bros., Hoboken, N. J., 

paint manufacturer, has appointed 
|Ovesey & Straus, New York, to 
| handle its advertising. 


Good Typography 
is Better than Ever! 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Sevellon Brown. 70, 
‘Journal Bulletin’s’ 
Ex-Publisher, Dies 


Tucson, Jan. 2—Sevellon Brown, 
70, founder of the American Press 
Institute, and retired editor and 
publisher of the Providence Jour- 
nal-Bulletin, died here Dec. 28. He 
had planned to spend the winter 
here with his wife. 

Mr. Brown retired as publisher 
of the newspaper in February, 
1954, and as editor a year before 
that. He was associated with the 
Providence Journal Co. for 35 
years. 


® Prior to joining the company, 
Mr. Brown was in the Washington 
bureaus of the United Press, the 
New York Morning Sun and the 
New York Herald. He was chief of 
the division of foreign intelligence 
of the U. S. state department in 
1911-12, and served as an army 
captain in World War I. He was a 
native of Washington. 


Mr. Brown founded the Ameri- 
can Press Institute at Columbia 
University. On the 25th anniver- 
sary of his coming to Providence, 
R. L., the directors of the newspa- 
pers voted $20,000 as an initia] do- 
nation for a fund to start the 
institute. The seminars for news- 
paper men opened Sept. 30, 1946. 

He was a former director of the 
American Society of Newspaper 
Editors and a member of the ad- 
visory council of the Pulitzer Prize 
Board. He also served several 
times as chairman of the advisory 
board of the API. 


JACK R. KINCAID 

Cuicaco, Jan. 2—Jack R, Kin- 
caid, 50, western advertising man- 
ager of Collier’s, died Dec. 30 in 
St. Francis Hospital, Evanston, 
after a short illness. A graduate of 
the University of Kansas, Mr. 
Kincaid started his career selling 
space with Capper Publications. 
He joined Crowell-Collier in 1943 
as a space salesman and was pro- 
moted to the western managership 
seven years ago. A resident of su- 
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HAPPY TO MAKE MUTUAL ANNOUNCEMENT DISTRIBUTION OF 
HABLEMOS WEEKEND MAGAZINE WITH EL MUNDO OF PUERTO 
RICO BEGINNING MARCH 3RD ISSUE. THIS STRONG 

COMBINATION WILL PROVIDE UNIQUE COVERAGE THIS VITAL 


SALES MARKET = 


ANGEL RAMOS PUBLISHER EL MUNDO 
CASEY HIRSHFIELD PUBLISHER HABLEMOS — 


THE COMPANT WILL APPRECIATE SUGOESTIONS FROM ITS PATRONS CONCERNING ITs stevice 


HABLEMOS—the Sunday magazine in Rotogravure 
for Latin American newspapers—will begin distribution with the 
March 3, 1957 issue, as the weekend magazine of 


Puerto Rico’s leading and most-respected newspaper, with 80,000 circulation 


The multi-million dollar market of Puerto Rico, the 
U.S.A.’s best per capita customer in Latin America, can 
now be reached far more effectively and much less ex- 
pensively via HABLEMOS in EL MUNDC than through 
any other international magazine. 


... And HABLEMOS, with a total circulation of 308,000 copies EACH WEEK, 


és more than ever your best buy in the key markets of Latin America. Check it and see! 


HABLEMOS 


551 FIFTH AVE., NEW YORK 17 


EL MUNDO 


NEW YORK OFFICE: 41 E. 42nd ST. 
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burban Wilmette, Mr. Kincaid was 
a member of the Agate Club. His 
stepfather, the late Dr. James 
Naismith, is credited with invent- 
ing basketball. 


MRS. MARY E. WALKER 

DARIEN, CONN., Jan. 2—Mrs. 
Mary Eleanor Egan Walker, 65, 
president of the Education Pub- 
lishing Corp. here, died Dec. 22 at 
Stamford Hospital after a long 
illness. 

Mrs. Walker assumed presidency 
of the publishing company upon 
the death of her husband, Ernest 
Roy Walker, in 1939. 

The 75-year-old Grade Teacher 
is among the company’s numerous 
school publications. At one time, 
she was publisher of St. Nicholas 
Magazine, a children’s periodical. 


ROBERT H. ROBINSON 

MONONGAHELA, PA., Jan. 2—Rob- 
ert Horner Robinson, 87, publisher 
of four southwestern Pennsylvania 
newspapers, died Dec. 28 of a heart 
condition after a month’s illness. 

Mr. Robinson entered the news- 
paper business about 30 years ago 
when he purchased the Mononga- 
hela Republican. In later years he 
acquired the Waynesburg Demo- 
crat Messenger, the Canonsburg 
Notes and the Donora Herald- 
American. 

He was president of the Monon- 
gahela Publishing Co., publisher of 
the newspapers. He also was a 
prominent independent coal oper- 
ator in this area. 


GUY A. OSBORN 

Cuicaco, Jan. 2-—Guy A. Osborn, 
61, a newspaper representative 
here for more than 30 years, died 
Dec. 27 in St. Luke’s Hospital. 

A graduate of the University of 
Wisconsin, Mr. Osborn was in the 
investment business for a short 
time before joining Osborn, Scol- 
aro, Meeker & Scott, a newspaper 
representative company founded 
by his father, Guy S. Osborn. He 
worked for the company from 1920 
until his retirement in 1951. He was 
a partner in the concern. The 
name of the company has since 
been changed to Scolaro, Meeker & 
Scott. Mr. Osborn had been living 
in Asheville, N. C., since his retire- 
ment. He was a veteran of World 
War I. 


MRS. FREDERICK A. MILLER 

SoutH BEnp, Jan. 2—Mrs. Fred- 
erick A. Miller, 89, president of the 
South Bend Tribune, died here Dec. 
27 after a six months illness. Mrs. 
Miller was the widow of the former 
president and editor of the Tribune 
who died Nov. 29, 1954. Surviving 
her is Franklin D. Schurz, a neph- 
ew, now editor and publisher of 
the Tribune. 


Government Business 1S Good Business! 
Get your share through time-tested 


Official Journal of AFCEA 


Through the inexpensive pages of SIGNAL 

ou reach the 10,000 primary Defense 
Sayers and sub-contractors who, as mem- 
bers of the Armed Forces Communications 
and Electronic Association, firmly rely 
upon their “house organ” for authoritative 
information and news of current develop- 
ments. Equipment needs, technical im- 
provements, case histories authored by 
experts—SIGNAL feeds it to ‘em, and 
how they do eat it up! To skim the very 
cream of Government communications 
orders, advertise your wares and services 
in SIGNAL. 


1475 Broadway, New York 36, N.Y. 


| 
4 
| 
; 
al 
e : 
’ 
| 
| 
| 
| 
| 
DIARIO DE 74/ LA MANANA 
| 
f 
No wusted ammunition here 
=| Investigate this Bee-line 
route to profitable | 
Wm. C. Copp & Associates 


' “Ad Age brings the 


advertising and 


merchandising picture 


: into focus for me’ 


Don Cady: Named vice president in charge of advertising and merchandising 
of The Nestlé Company on December 30, 1953, Mr. Cady knows selling from 
the standpoint of both buyer and seller. One of his early jobs was foreign and 
domestic buyer for Jordan Marsh Company, the Boston department store. 
Subsequently he was special sales representative of the New England Division 
of Butler Brothers and later became sales manager of grocery products for 
Lamont Corliss & Company. 


Mr. Cady supervises Nestlé’s national and regional advertising in all media: 
magazines, newspapers, television, radio, car cards and outdoor, as well as being 


} 


\ 


says Don Cady 


Vice President of Advertising and Merchandising 


The Nestle Company, Inc. 


‘Every new development of any significance in advertising and merchandising is reported 
completely each week in Advertising Age. | find the publication's TV analyses and thorough 
coverage of fast-breaking news in this important field of particular value. Each week, Ad 


Age brings the countrywide advertising and merchandising picture into focus for me.” 


responsible for all its point of sale merchandising material. In this position he 
is in touch daily with the firm’s three principal agencies: Bryan Houston, Inc., 
for Nescafé; McCann-Erickson, Inc., for Nestlé’s Instant Coffee and chocolate 
products; and Dancer-Fitzgerald-Sample, Inc., for Decaf, Ricory, Milk, Maggi 


products and Cookie Mix. 


Mr. Cady is the man responsible for getting the Nestlé story across to con- 
sumers. Rated the 62nd largest advertiser, The Nestlé Company spent $6,518,336 
in measured media in 1955—some 25% more than in the previous year. Its total 
advertising expenditures during 1955 are estimated at about $9,500,000.* 


* Advertising Age’s Marketing Profile 
of 100 Largest National Advertisers 
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Circulation comparisons are 
based on figures reported to 
the Audit Bureau of Circula- 
tions by each newspaper for 
the six-month periods ended 
Sept. 30, 55 and Sept. 30, 56. 


653,291 


570,275 
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The New York Journal-American now tops the 
World-Telegram & Sun by 130,000 families - 
reaches 290,000 more families than the Post 


URING the six months ended Sep- 
tember 30, 1956, the average daily 
circulation of the New York Journal- 
American soared to 703,449—a spectacular 
gain of 50,000 families over the same six 
months of last year. This marked prefer- 
ence for the Journal-American has con- 
tinued throughout the year. 


Think of what this means in terms of sell- 
ing opportunities! 50,000 new families— 
more people than the entire population of 
New Haven, Conn.—added to the biggest 
daily home-going circulation in New York, 


the greatest market in the world! And 
these impressive circulation strides were 
made in every section of New York City 
and in every community in New York’s 
rich suburban area. 


Cold, factual studies show that the cover- 
age of the Journal-American closely par- 
allels the pattern of sales opportunities in 
this market. No other newspaper can pro- 
vide you with this kind of evening coverage 
at the family level. Put the Journal-Amer- 
ican to work for you. It’s your door-opener 
in more than 700,000 representative homes. 


90% of the Sunday Journal-American’s cir- 
culation gain was in the rich, accessible city 
and suburban area. No far-flung “Scatter- 
ville” circulation here! The Sunday Journal- 


SUNDAY CIRCULATION—882,925 


an increase of 27,078 families 


American now reaches 50,000 more city and 
suburban families than the Sunday Times... 
325,000 more city and suburban families 
than the Sunday Herald-Tribune. 


more and more people are reading the bigger and better 
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This Week in Washington ... 


Congress Eyes Economic Problems 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Jan. 3—Members 
of both political parties are curi- 
ously undecided about their mis- 
sion in the new Congress. Repub- 
licans look to the White House for 
instructions, while Democrats, who 
are nominally in control, find it | 
easier to agree on investigations | 
than on a legislative program. 

For example, Sen. John McClel- 
len (D., Ark.) expects to hit pay 
dirt with a searching probe of 
union racketeering; Sen. Estes Ke- 
fauver (D., Tenn.) is reported 
ready to switch from juvenile de- 
linquency to the evils of monopoly; 
Rep. James Roosevelt (D., Cal.)— 
who is said to have senatorial am- 
bitions for 1960—will take a sub- 
committee to the West Coast to 
look into the problems of gasoline 
Station operators; and Senate 
small business committee is con- 
sidering a look into franchise 
agreements in the electric appli- 
ance field. 


® This electric appliance study is 
“iffy.” Forewarned by the rough 
treatment accorded to General 
Motors when the Senate studied 
automobile dealer franchises last 
year, the big appliance makers are 
already moving to improve rela- 
tionships with their distributors. 
Sen. Hubert Humphrey (D., 
Minn.), who is watching this situ- 
ation, has expressed approval of 
the new franchises issued by 
Whirlpool-Seeger. He’s inclined to 
give the appliance people more 
time to act on their own. 

Congressmen have been boning 
up on the finer points of high 
finance, confident they can show 
the administration a trick or two 
when it comes to holding down in- 
terest rates on school bonds and 
GI mortgages. 

With some school boards forced 
to pay as much as 5% on long- 
term, tax-free school bonds, there 
is mounting bi-partisan support for 
proposals to let the federal gov- 
ernment help underwrite school 
construction costs. 


® Moreover, Rep. Wright Patman 
(D., Tex.) and Sen. Humphrey 
think they have uncovered a won- 
derful source of low-interest loans 


NEVADA 


CONFIDENTIAL 


FANCY—Nevada drug store sales 
consist mainly of stage makeup 
and hangover remedies. 

FACT—Nevada is a spectacularly 
high quality market for drug store 
products of all kinds with 1955 
per capita sales of $80, number 
one in the nation and 142 per cent 
ahead of the national average ot 
$33. In the Reno Metropolitan 
Area (Washoe County), per capita 
drug store sales hit $138, an as- 
tonishing 318 per cent ahead of 
the national average, while in the 
Las Vegas Metropolitan Area 
(Clark County) per capita drug 
store sales led the national aver- 
age by 82 per cent. Sure makes 
Nevada America’s lushest market 
for selling and advertising drug 
store products! For detailed mar- 


for a big volume of veterans hous- 
ing. 

Under their plan, the veterans 
administration would invest rough- 
ly $1 billion from the $5 billion 
veterans insurance reserve fund in 
GI mortgages. Since VA currently 


has this money in 3% Treasury 


notes, sponsors of the idea figure 
the 44%% GI mortgages would be 
a good deal for the veterans ad- 
ministration, as well as the veter- 
an. 


VHF ‘Drop-ins’ Get Craven 
Okay: The Federal Communica- 
tions Commission is supposed to 
be waiting nervously for a sum- 
mons to apvear before the Senate 
commerce committee to report on 
its progress toward getting more 


tv stations on the air. 

During the six months since 
Congress adjourned, the commis- 
sion has collected more than 100 
legal briefs from telecasters and 
would-be telecasters with con- 
flicting ideas about what the com- 
mission should do. 

The newest idea originates 
within the commission itself. It’s 
a plan by Commissioner T. A. M. 
Craven to suspend the tv alloca- 
tion table entirely, so that private- 
ly-employed engineers can be free 
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to squeeze more stations on the air 
in under-served vhf markets. 
“Drop-ins” would not be allowed, 
however, if they would interfere 
with coverage of existing stations. 

Commissioner Craven, a top- 
notch engineer, feels this is the 
quickest way to get second and 
third vhf outlets into bottleneck 
markets where networks have dif- 
ficulty clearing time. He says tv 
ultimately will need more than the 
12 vhf channels, but drop-ins will 
ease the pinch until the long-range 


A. Kromer 


Vice President and General 


D. L. Menzies 


keting and statistical analysis, 
phone your nearest Western Dai- 
lies or John E. Pearson Co. office, 
or write one of these basic Ne- 
vada advertising buys. . . 


LAS VEGAS 


from 


ELY 


KOLO-TV KOL _TWAES 


Manager, Calumet Division, 
Calumet & Hecla, Inc. 


Ordered reprints of “Oper- 

ations Research” article for 
“familiarizing our top di- 
visional executives with its 
applications.” 


President, Mead Johnson & 
Company of Canada, Ltd. 


Sent “Measure Your Firm's 
Future” to division and de- 
partment heads “to be read 
thoroughly, digested and 
commented upon.” 


c. Mueller 

President, The Powers 
Regulator Company 
Distributed “Business in 
Politics” to his business as- 
sociates and other industry 
executives. 


P. Kay Schwartz 
President, 
Proctor & Schwartz, Inc. 


Sends occasional reprints 
to each member of his 
top, middle and junior 
management staffs. 


Stuart R. Ives 
President, Armco Drainage & 
Metal Products, Inc. 


Ordered 100 copies of 
“Measure Your Firm's Fu- 
ture” for circulation “among 
the men in our general 
office who are in supervi- 
SOry positions.” 


Business management finds 
useful information in editorial reprints from 


During the first 11 months of last year, 17,481 business- 
men purchased 578,994 reprints of Nation’s Business 
look-ahead articles. The requests came from big com- 
panies and small, from businesses of every description 
all over the United States and Canada. A great propor- 
tion were signed by top management—presidents, vice 
presidents, general managers. Most of the reprints were 
wanted for distribution to executive staffs. 

All this is eloquent testimony to the continuing useful- 


Morris B. Pendleton 
President, Proto Tools 


“The article on ‘Operations 
Research’ is so excellent 
that I would like to have 
56 copies for our major 
executives. OR as a method 
of management analysis is 
taking hold with justifiable 
and management 
generally should familiarize 
itself with it.” 


ness of Nation’s Business to a remarkable audience. Of 
the 776,000 Nation’s Business subscribers, 580,000 are 
the men who actually own American business — the 
owners, partners and presidents of manufacturing firms, 
banks, retail and wholesale establishments—every type 
of business nationwide. 

The editorial content of Nation’s Business is focused 


directly on the three basic day-to-day interests of this 


special audience of business owners—government prob- 


} 
= 
| 
3 
4 
7 
4 a 
ong 
+ 
re 
4 
‘ 
‘ 
| 


Advertising Age, January 7, 1957 


Summerfield Stays: President 
Eisenhower officially announced 
he intends to renominate Postmas- 
ter General Arthur Summerfield 
for another term when Congress 
reassembles. 

The statement was issued at Au- 
gusta after reports circulated here 
last weekend that the GOP nation- 
al chairman, Len Hall, would re- 
place Mr. Summerfield. 


cast by at least one Washington 
radio station, prompting something 
of a panic among the lobbyists who 
are supposed to be informed about 
posta] matters. 

Celler Boosts USIA Exhibit: 
Rep. Emanuel Celler (D., N. Y.), 
back from a Latin American trip, 
is lavish with praise for the Ad- 
vertising Council’s “people’s cap- 
italism” display, which was fea- 


While the report was not carried tured by the U. S. Information 


transition to uhf becomes practical.| by the wire services, it was broad-| Agency at the Bogota trade fair. 


He called it “a fine job done in 
the spirit of constructive propa- 
ganda,” giving “a clear, concise 
and powerful demonstration of the 
democratic American way of life.” 

USIA was grateful for the testi- 
monial, and promptly announced 


| Council exhibit will be used wide- 
| ly in Latin America and the Near 
| East. 

The Interstate Commerce Com- 


that other versions of the Ad/' 


mission has come up with some 
Statistics which indicate that de- 
spite Robert R. Young, hogs still 
get more consideration from the 
railroads than human passengers. 

The commission’s figures show 
that the average age of freight cars 
|}owned by railroads is just above 
20 years, while the average age of 
passenger cars is 27.96 years. More 
than 70% of the passenger cars are 
| more than 25 years old, while only 
|41% of the freight cars are more 
|than 20 years old. 


Frank Donaldson, 
President, 
Donaldson Company, Inc. 


Reprints of “Operations 
; Research: Can You Use 
q It?” accompanied his month- 
ly “President’s Letter” to 


lirectors, principal execu- 
! tives, and men. 


K. F. Adams 


Executive Vice President, 


W. C. Conner 


Halifax Paper Company, Inc. 


Ordered 100 copies of 
“How Managers Are Made” 
for key personnel because 
he felt it “might contribute 
to self-development in the 
field of business manage- 
ment.” 


President, Alcon Laboratories 
Incorporated 


“Many Nation's Business 
articles have contributed 
to our program 
of developing leadership— 
especially in the area of 
human relations.” 


Curtiss E. Frank 
President, The Reuben H. 
Donnelley Corporation 

@ Ordered reprints of “Busi- 
ness in Politics: How Far 
You Can Go” for distribu- 
tion to “key management 
personnel.” 


William E. Walsh 
Vice President, The Equitable 
life Assurance Society 


Ordered reprints of two 
articles, saying, “I never 
fail to read Nation’s Busi- 
ness thoroughly, because it 
contains so much informa- 
tion I find of value in my 
work and in my civic ac- 
tivities.” 


Nation’s Busin 


lems, business leadership, national issues at the com- 
munity level. That is why business owners find each 
issue filled with helpful, usable information—why they 
read it carefully cover to cover—and why they respond 
so vigorously to its advertising. 

Advertising linage in 1956 jumped 20.6% over 1955 
+++ gain each month. Action in business results when 
you advertise to the men who own American business 


in Nation’s Business. 


R. H. Campbell 

Vice President and General 
Sales Manager, Medusa Port- 
land Cement Company 


“The reprint we ordered of 
‘Nine ays to Measure 
Your Managers’ has been 
of considerable value to us.” 


CSS 


ADVERTISING 
HEADQUARTERS: 


776,287 PAID CIRCULATION 
(A.8.C.), including 74,716 executives 
of business members of the National 
Chamber of Commerce and 701,571 
businessmen who have personal sub- 
scriptions. 


711 THIRD AVENUE 
NEW YORK 17, WY. 
Washington, Chicago, 


Philadelphia, Cleveland, Detroit, 
Los Angeles, San Francisco 


Less than 4% of the passenger 
cars now in use were built during 
the past five years, and replace- 
ment has been so conservative that 
average age of passenger cars has 
increased, rather than decreased, 
during the past year. 


Green Adds Curtis Duties 
Annette Green, director of con- 
sumer and trade publicity for Len- 
theric for the past five years, has 
been assigned the additional re- 
sponsibilities of director of con- 
sumer publicity for Helene Curtis 
products and consumer and trade 
publicity for Kings Men toiletries. 


Ted Gotthelf Adds Two 

Ted Gotthelf & Associates, New 
York, has been appointed to han- 
dle ethical pharmaceutical adver- 
tising for Richard Warren Pharma- 
ceuticals and Knox Co., both Los 
Angeles, pharmaceutical manufac- 
turers. 


Reach, Yates Names VPs 

Everett W. Sahrbeck, senior art 
director and secretary of Reach, 
Yates & Mattoon, New York, has 
been named vp in charge of art. 
Donald R. Mayer, an account ex- 
ecutive since 1952, also has been 
named a vp. 
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PHOTO 
REVIEW 


OUTDOOR RECRUITING—Northrop Aircraft has embarked on the use of 

outdoor for recruitment of engineers with three rotating painted 

bulletins in the Los Angeles area. West-Marquis is Northrop’s agen- 
cy; the bulletins were erected by Foster & Kleiser. 


PUBLISHER HONORED—Holding award making Norman Chandler hon- 

orary commodore of Port of Los Angeles is Lloyd A. Menveg, presi- 

dent of the Board of Harbor Commissioners. Also taking part in 

the ceremony are (left to right) Acting Mayor John S. Gibson, 

Vice-Admiral Howard F. Kingman, and Mr. Chandler, publisher 
of the Los Angeles Times. 


Stolley Schmit 
of Mrs. Ellen Edwards, media department; Ronald 


Edwards 
proupb—The three winners in a children’s art contest 


sponsored by Farson, Huff & Northlich, Cincinnati, 
receive their prizes—a letter of congratulation and 
a new $5 bill apiece from Alex Stolley, agency vp. 
The happy youngsters are Libby Edwards, daughter 


Weeks, son of Albert J. Weeks, mechanical illustra- 
tions department, and Judy Schmit, daughter of J. 
Richard Schmit, account supervisor. At left on the 
wall are the winning entries. 


PREPARED—The Minnesota Oil Heat Assn., an organization recéntly 
formed to combat natural gas competition in the upper Midwest, has 
launched its first cooperative, year-around ad and promotional 
campaign in the Twin Cities area. This painted bulletin is part of 
the campaign, which also includes radio and tv, direct mail and 
newspaper ads. Mullen & Associates, Minneapolis, is the agency. 


Johnston Crockard Kenny Ingold Raddve Bullis 
JANUARY JOINT DRIVE—The ad committee of the Oakland Zone Chev- 
rolet Dealers Assn. looks over the layout for one of five large news- 
paper ads to be run in 157 newspapers during the group’s January 
campaign. The association also will use radio spots and outdoor. 
Shown here are T. M. Johnston, vp, Campbell-Ewald; A. H. Kenny, 
association president; H. A. Crockard, secretary; Ernest Ingold, ad 
committee chairman, and committee members G. R. Raddue Jr. and 

R. S. Bullis. 


ADORATION, EXPECTATION & EXHAUSTION—Susan Jean Schramm huddles at the feet of 
Santa Claus at the Family Christmas Party put on by McCann-Erickson, Chicago. In 
the center photo, more moppets line up to give their wishing-lists to Santa. Shown are 


Mrs. French Shields 
ST. LOUIS SESSION—Fred Gamble, president of the 
American Assn. of Advertising Agencies, was the 
principal speaker at a special dinner meeting, the 
first major organization and project planning ses- 
sion of the St. Louis council. With Mr. Gamble at 
the governors’ table are Robert Mudd, research 


Hirsch Bayer 
director, D’Arcy Advertising Co.; Mrs. Oakleigh R. 
French, “honorary governess”; George H. Shields 
Ill, vp, Gardner Advertising Co., chairman; Maurice 
Hirsch, president, Hirsch, Tamm & Ullman, secre- 
tary-treasurer; and Kenneth Bayer, vp, Oakleigh 
R. French & Associates, vice-chairman. 


Jack Waddell, David Trentlage, Jane and June Sebrava, Sheryl Sahler, Tom Dacey, 
Thomas Hebel, Garry and Michael Wilson. At right, worn out by the excitement, 
David Boyles snatches a nap on a convenient counter top. 
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WHAT HAGE 


UNMATCHED READERSHIP — as proved by spon- 


taneous reader response. 


EXTENSIVE COVERAGE—23,000,000 subscribers in 


39 major markets. 


INTENSIVE COVERAGE—80% to 99% family cover- 


TIMING FLEXIBILITY — “When they are skiing in 


Buffalo, the azaleas are blooming in New Orleans." 


MERCHANDISING FLEXIBILITY— can fit your mes- 


sage to the market. 


SELLING ATMOSPHERE — where the family shops. 


: MAGAZINE REPRODUCTION — dramatic, COLOR 
GRAVURE. 


ECONOMICAL PRODUCTION — 


IDEAL FOR TESTING — use any of the 39 major 


markets. 


LOCALLY EDITED — full of what interests readers 
most — their own community — their neighbors — 
themselves. 


UNMATCHED READERSHIP — as proved by every 
published survey. 


EVERY SUNDAY — GRAVURE MAGAZINE HITS HOME: 


PEOPLE WRITE THE EDITOR! In the year 1955, 32,052 postcards and 
letters poured in from readers of Dixie Magazine, the New Orleans 
Times-Picayune home-edited gravure magazine. 


PEOPLE CALL! The switchboard “lit up like a pinball machine” on the 
first Sunday in 20 years the popular Marie Rose column failed to 
appear in the Atlanta Journal Magazine. 


PEOPLE VISIT THE PLACES DESCRIBED IN THE MAGAZINES! A “Let’s Ex- 
plore New Jersey” series in the Newark News Magazine moved so 
many people to visit the places written about that the highway officials 
begged for advance information in order to handle the heavy traffic. 


PEOPLE WRITE TO THE PEOPLE FEATURED IN THE MAGAZINE! An attrac- 
tive hillbilly singer featured in Dixie Magazine received 2,122 post- 
cards and letters from Dixie readers. 


PEOPLE BUY THE MERCHANDISE ADVERTISED! A recent ad for Traders 
Furniture Company in the Phoenix “Arizona Days and. Ways” Maga- 
zine plunked $19,000 in the cash register during the four hours on 
Sunday the store was open. In the next two weeks direct sales 
amounted to $50,000. 


The measured impact of these magazines on the lives of all the people 
in the markets they serve is your best clue to the atmosphere in which 
your advertising message will be presented. 


GOOD PLACE 
TO TEST 


OCRAVUR 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST HOUSTON CHRONICLE 
INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLADE 


| ns 
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Company 
Eastman Kodak Company 
Remington Rand, Division of 
Sperry Rand Corporation 
Colgate-Palmolive Company 
Parker Pen Company, The 
Stanley Works, The 
Warner-Lambert Pharmaceutical Co. 
(Prophylactic Brush Division) 
Williams Company, The J. B. 
Florsheim Shoe Company, The 
General Mills, inc. 
Goodyear Tire & Rubber Company, The 
Radio Corporation of America 
American Motors Corporation 
(Nash Motors Division) 
American Safety Razor Corporation 
Cadillac Motor Car Division 
General Motors Corporation 
General Foods Corporation 
Goodrich Company, The B. F. 
Oldsmobile Division 
General Motors Corporation 
Packard-Clipper Division 
Studebaker-Packard Corporation 
Socony Mobil Oil Company, inc. 
United States Playing Card Co., The 
Cluett, Peabody & Co., inc. 
Elgin National Watch Co. & Sub. 
Wadsworth Watch Case Co. 
Quaker Oats Company, The 
Swift & Company 
Bristol-Myers Products Division, 
Bristol-Myers Co. 


American Home Products Corporation 

General Electric Company 

Hart Schaffner & Marx 

Union Carbide and Carbon Corporation 

Chrysler Division 
Chrysler Corporation 

Dixon Crucible Co., Joseph 
(Ticonderoga Pencils) 

Hartford Fire insurance Company 
Hartford Accident & indemnity Co. 
Hartford Live Stock insurance Co. 

Stewart-Warner Corporation 

United States Rubber Company 

American Motors Corporation 
(Hudson Motor Car Division) 

Campbell Soup Company 

Firestone Tire & Rubber Co., The 

Kaiser-Willys Sales Division of 
Willys Motors, inc. 

Krementz & Company 

Procter & Gamble Company, The 


Santa Fe Railway 
roduct. Whitman & Son, Inc., Stephen F. 
41. Make a quality P American Chat & Cabie Company, Ine. 
- Du Pont de Nemours & Company, 
rilla 
t or Minneapolis Honeywell 
H lin Mathieson Chemical Corporation 
i ain Webster C 74 
ntly strive to mal n Westclox, Dinslos of 
General Time Corp. 


2. Consta ; American Telephone & Telegraph Co. 
improve that quality. 


Barrett Division, The 
Allied Ghontent & Dye Corporation 
Buick Motor Division 
| General Motors 
Champion Spark Piug Company 
i a u e. Hammermi!i Paper Company 
Pri ce it at its true Vv Hotpoint Co., Division of 
3. General Electric Company 
Pontiac Motor Division 
General Motors Corporation 
Studebaker Division 
Studebaker-Packaru Corporation 


e H le Texas Company, The 
. ilab . United States Time Corporation, The 
4. Make it readily ava Westinghouse electric Corporation 
s American Radiator & Standard 
american Protects The 
merican Thermos u he 
e re | taste Company, The 
Advertise truthfully and in goo 
Is Union Pacific Railroad Company 
5. dve Com The 
Chlcage. & Quincy 
ailroad Co. 
Gillette Safety Razor Company 
; is ° Di Warner-Lambert 
S. Adve rtise cons Pharmaceutical Company 
United Motors Service, Division of 
General Motors Corporation 
Waterman Pen Company, inc. 
Yale & Towne Manufacturing Co. 


e re) le. Ford Division 
4 j to th e ri ght pe Pp _ Ford Motor Company 

Liggett & Myers Tobacco Co. 

Advertise Sunbeam Corporation 
Sunkist Growers, inc. 
Timken Roller Bearing Company, The 
Willard Storage Battery Co. 
Deico-Remy Division 


ers General Motors Corporation 
America’s mo Cox Ince The 


Saturday Evening Post Scott Paper Company 


Smith-Corona. inc. 
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Armstrong Cork Company 
Dodge Division 
Chrysler Corporation 
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Company 
Electric Storage Battery Co., The 


General Tire & Rubber Company, The 


Interwoven Stocking Company 
United States Steel Corporation 
Armour and Company 
Burroughs Corporation 
Chicago, Milwaukee, St. Paul 
& Pacific Railroad 
Hamilton Watch Company 
Nationa! Biscuit Company 
Philco Corporation 
Royal Typewriter Company, 
Division of Royal McBee Corp. 
Tidewater Oil Company 
Western Electric Company 
AC Spark Plug Division 
Seneral Motors Corporation 
Reo Motors, Incorporated, 
Subsidiary of 


Yea 


38 


Bohn Aluminum & Brass Corporation 38 


Stokely-Van Camp, Inc. 

Warren Company, S. D. 

American Lead Pencil Company 

California Packing Corporation 

Coca-Cola Company 

Hoover Company, The 

Pittsburgh Plate Glass f 

Robbins & Myers, Incorporat 

Borden Company, The 

Chevrolet Motor Division 
General Motors Corporation 

Cream of Wheat Corporation, The 


General Aniline & Film Corporation 


Hires Company, Charlies E. 
Johns-Manville Corporation 
Larus & Brother Co., Inc. 


Company 
International Company 
Johnson & Joh 
Parker Rust Proof Compeny 
Pennsylvania Grade Crude Oil 
Association 
Pennzoil Division of 
South Penn Oil Co. 
Perfect Circle Corporation 
Seiberling Rubber Compan 


Autc-Lite Battery Corporation, Sub. of 


The Electric Auto-Lite Company 
Florists’ Telegraph Delivery 
Association 
Gould-National Batteries, Inc. 
McKesson & Robbins, Inc. 
Nunn-Bush Shoe Company 
Polk Miller Products Corporation 
Warner-Patterson Company 
American Motors Corporation 
(Kelvinator Division) 
Bendix Aviation Corporation 


Columbia Records, Inc., Division of 
Columbia Broadcasting System, Inc. 


Cutler-Hammer, Inc. 

Ethy! Corporation 

tron Fireman Manufacturing Co. 
Pennsylvania Tire Company 
Rexall Drug Company 

Ronson Corporation 


Travelers insurance Company, The 


Belden Mfg. Company 
Black & Decker Mfg. Co., The 
Frigidaire Division 

General Motors Corporation 


No. of 
Years 


33 


No. of 
Company Years 


Savage Arms Corporation 
Spalding & Bros. inc., A. G. 
Stromberg-Carison Company 
Wurlitzer Company, The Rudolph 
Young, inc., W. F. 
Aluminum Company of America 
Bostitch, Inc. 
Canada Dry Ginger Ale, Incorporated 
Corn Products Sales Company 
General Electric Company 

Clock & Timer Department 
General Shoe Corporation 
Medico Pipes, inc. 
Parke, Davis & Co. 
American Express Company 
Brown & Williamson Tobacco Corp. 
Buxton, Inc. 
Florence Stove 
Freeman Shoe Corporation 
Hickok Mfg. Co., Inc. 
McQuay-Norris Manufacturing Co. 
Mutual of New York 
National Brands Division of 

Sterling Drug, Inc. 
Nicholson File Company 
Shuron Optical Company, Inc. 
Wagner Electric Corporation 
Wolf's Head Oi! Refining Co., Inc 
Zenith Radio Corporation 


American Hard Rubber Company 


Canadian National Railways 
Celotex Corporation, The 


It was not through accident that the outstanding companies listed on 
these pages achieved fame and fortune. Without exception, they 
have all followed the basic principles listed on the left. 


Principle No. 7 explains why these successful firms have spent 
so many years advertising their wares in The Saturday Evening Post. 


Over the years, the important millions — the heart of America 
— continue to think of the Past as the first place to to look for all the 
new and better products and services, 


And, over the years, more brand names have been built in the 
pages of The Saturday Evening Post than ii. any other magazine. 


Paramount Pictures Corporation 
Simmons Company 


Aladdin Co., The 


All-Year Club of Southern California 


Armco Steel Corporation 
Fisher Body Division 

Generali Motors Corporation 
Glidden Company, The 
Kohler Company 


Metropolitan Life Insurance Company 35 
Quaker State Oil Refining Corporation 35 


Swank, Inc. 

Underwood Corporation 

Arvin industries, Inc. 

Californians inc. 

Caterpillar Tractor Co. 

- Crosley Home Appliance Division 

Avco Manufacturing Corp. 

GMC Truck & Coach Division 
General Motors Corporation 

International Silver Company 

Landers, Frary & Clark 

Youngstown Kitchens Division 
American Radiator & Standard 
Sanitary Corp. 

Oneida, Ltd. 

Simoniz Company, The 

Clark Grave Vault Co., The 

Electric Auto-Lite Company, The 

Evinrude Motors, Division of 
Outboard Marine Corp. 

General Motors Corporation 


35 


Lee & Ses 


33 
33 


insurance Company of North America 33 


This list is limited to advertisers appearing in The Saturday Evening Post ten"or more years and spending a minimum of $10,000 during 1955, or $7,500 during the first nine months of 1956. 


—gets to the 
heart of America 


Hastings Manufacturing Company 
Raybestos Division of 

Raybestos-Manhattan, Inc. 
Standard Brands, inc. 
Toastmaster Products Division 

McGraw Electric Company 
Coleman Company, inc., The 
Cooper & Nephews, Inc., Wm. 
Disston Division, Henry 


H. K. Porter Company, Incorporated 


Eureka Division 
Eureka Williams Corp. 
International Nickel Company, 
inc., The 
Johnson Motors, Division ot 
Outboard Marine Corp. 
Kaywoodie Pipes, inc. 
Kendall Refining Company 
Kroehler Mfg. Company 
Northern Pacific Railway Company 


Penn Mutual Life insurance Co., The 


Phillips-Jones Corp. 
Plymouth Division 
Chrysler Corporation 


Stetson Company, inc., The John B. 


Clipper Belt Lacer Company 
DeSoto Division 

Chrysler Corporation 
Greyhound Lines 
Lincoln Division 

Ford Motor Company 


Prest-0-Lite Battery Company, inc., 


Division of The Electric 

Auto-Lite Company 
Purolator Products Company 
Ray-0-Vac Company 


83S Ss 


Hamilton Beach Company, Division of 
Scovill Manufacturing Company 

Hawaiian Pineapple Co., Ltd. 

Norwich Pharmacal Company 

Philip Morris, inc. 

Pianters Nut and Chocolate Company 

Schick incorporated 

Easy Washing Machine Division of 
Murray Corp. of America 

Fairbanks-Morse & Co. 

National Board of Fire Underwriters 

New England Mutual Life 
Insurance Company 

Sinclair Refining Company 

United Air Lines, inc. 

Vick Chemical Company 

Willson Products, Inc., Subsidiary of 
Ray-0-Vac Company 

Chris-Craft Corporation 

Coopers, inc. 

Dennison Mfg. Company 

Electric Mfg. Co., The 

erry-Morse Seed Compa 

Gabriel Company, The ny 

Gulf Oil Corporation 

Hanes Knitting Co., P. H. 

John Hancock Mutual Life Insurance 
Company 

Life Savers Corp. 

Loew's Inc. & Subsidiaries 
& Affiliates 

Manning, Maxwell & Moore, Inc. 
Shaw-Box Crane & Hoist Division 

Masonite Corp. 

Murine Company, Incorporated, The 

Scripto, inc. 


Company 
Sunshine Biscuits, Inc. 
Wildroot Co., inc. 
Alligator Company, The 
American Airlines, inc. 
Bausch & Lomb Optical Co. 
Canadian Pacific Railway Company 
Chrysler Corporation 
Dunlop Tire & Rubber Corporation 
Jung Products, Inc. 
Libbey-Owens-Ford Glass Company 
New Departure Division 

General Motors Corporation 
Pullman Company, The 
Sexauer Mfg. Co., Inc., J. A. 
Shell Oil Company 
Wiss & Sons Co., J. 
American Gas Association 
Association of American Railroads 
Botany Mills, Inc. 
Carrier Corporation 
Chicago, Rock isiand 

& Pacific Railway 
Gilbert Company, The A. C. 
Liberty Mutual Insurance Company 
Millers Falls Company 


No. of 
Years 


National Cash Register Company, The 21 


Norge Sales Corporation, Subsidiary 


of Borg-Warner Corporation 
Republic Stee! Corporation 
Sanforized 


Centra! Mutual insurance Co. 
Cracker Jack Co., The 
Jacobson & Sons, inc., F. 
Lincoln National Life insurance 
Company, The 
Longines-Wittnauer Watch Co., Inc 
Piumb, inc., Fayette R 
TruVal Manufacturers, inc., 
Subsidiary of 
Publix Shirt Corporation 
Wilson & Company, inc. 
Acushnet Process Sales Co. 
Biock Drug Company 
Doubleday & Company, Inc. 
Eaton Manufacturing Company 
Guide Lamp Division 
General Motors Corporation 
Minnesota Mining & Mfg. Co 
National Presto Industries, inc. 
RCA Estate Appliance Corporation 
Weyenberg Shoe Mfg. Co. 
Bendix Home Appliance Division of 
Avco Manufacturing Corp. 
Casite Division, 
Hastings Manufacturing Com 
De Beers Consolidated Mines L 
and Associated Companies 
Emery industries, inc. 
Equitable Life Assurance-Society 
of the United States, The 
Fram Corporation 
Great A & P Tea Company, The 
Lavoris Company, The 
Lowe Brothers Company, The 
Magnavox Company, The 
New Mexico State Tourist Bureau 
Owens-Illinois Glass Company 
Pan-American Coffee Bureau 
Rock of Ages Corporation 
Trans Worid Airlines, inc. 
Wallace & Sons Mfg. Co., R. 
Allis-Chaimers Manufacturing Co. 
Bowes ‘‘Seal Fast’’ Corporation 
Chap Stick Company 
Chase Brass & Copper Co., 
incorporated, Subsidiary of 
Kennecott Copper Corporation 
Dick Company, A. 8. 
Dow Chemical Company, The 
Emerson Radio & Phonograph Corp. 
Majestic Company, inc., The 
Motorola, inc. 
Nachman Corporation 
National Gypsum Compan 
New York Life insurance Company 
Pan American World Airways, Inc. 
Shulton, inc. 
Zenith Radio Corporation 
(Hearing Aid Division) 
American Meat Institute 
Argus Cameras, inc. 
Bear Mfg. Co. 


Canadian Government Travel Bureau 16 


Cushman Motor Works, Inc. 
Deico Appliance Division 
General Motors Corporation 
Electric Companies Advertising 
Program 
Electro-Motive Division 
General Motors Corporation 
Grey-Rock Division of 
Raybestos-Manhattan, Inc. 
Kahn, inc., David 
Lionel Corporation, The 
Mercury Division 
Ford Motor Company 
Mutual Benefit Life insurance Co. 
Oval Wood Dish Corporation 
Reznor Manufacturing Co. 
Rolfs Division of 
Amity Leather Products Co. 
Victor Adding Machine Company 
Ar. Winarick, Inc. 
York Corporation 
Subsidiary of Borg-Warner 
Corporation 
Zippo Manufacturing Co. 


America Fore insurance Group 
Bank of America 

Bruce Co., E. L. 

Croton Watch Company, inc. 
Dictaphone Corporation 

Green Giant Company 


have appeared in the Post for ten years or more: 


Company 
Hammond Organ Company 


No. of 
Years 


15 
International Business Machines Corp. 15 


Irwin Auger Bit Co. 
Lewis-Howe Company 

Miles Laboratories, inc. 
Shwayder Brothers, inc. 
Standard Vnitting Mills, Inc. 


Standard Oil Company of New Jersey 15 


Airtemp, Division of 
Chrysler Corporation 
American Cyanamid Company 
American Pop Corn Co. 
Boeing Airplane Company 
Clark-Cleveland, inc. 
Craddock-Terry Shoe Corporation 
Federal-Mogul Service, Division of 
Federal-Mogul-Bowers 
Bearings, inc. 


Fitch Company, The F. W., Division of 


Grove Laboratories, Inc. 
Florida Citrus Commission 
Formfit Company, The 
General Bandages, Inc. 

Great American Group of 
insurance Companies 
Inland Manufacturing Division 

General Motors Corporation 
Mack Trucks, Inc. 

Monsanto Chemical Company 

National Dairy Products Corp. 

Pacific Mills 

Pendleton Woolen Mills 

Prince Gardner Co. 

RKO Pictures Corporation 

Scovill Manufacturing Company 

Seth Thomas Clocks, Division of 
General Time Corp. 

Seven-Up Company, The 

Speedway Manufacturing Company 

Division of Thor Power Tool 
Tek Hughes, Inc., Division of 

Johnson & Johnson 


Timken Silent Automatic Division of 


Scaife Company 
United Artists Corporation 
Utica Drop a & Too! Corp. 
Weyerhaeuser Sales Company 
Better Vision institute, Inc. 
Daroff & Sons, inc., H 
Farm Journal, inc. 
Hertz Rent-A-Car System 
Michigan Tourist Council 
Monroe Auto Equipment Co. 
Nestle Company, inc., The 
Revere Copper and Brass inc. 
State of Florida 


~Tropical Paint Company, The, 


Subsidiary of 

Parker Rust Proot Company 
Wilson Sporting Goods Co. 
American Brakeblok Division 

American Brake Shoe Co. 
Armstrong Rubber Company, The 
Borg-Warner Corporation 
Douglas Aircraft Company, inc. 
Marchant Calculators, inc. 
Maytag Company, The 
Moto-Mower Company, The, 

Subsidiary of 

Detroit Harvester Company 
Nesco Division of 


New York Shipbuilding Corporation 12 


Serta Associates, inc. 
Thompson Products, inc. 


United States Plywood Corporation 


United States Tobacco Co. 
Upjohn Company, The 
West Bend Aluminum Co. 


Western Union Telegraph Company 


Air-Way Industries, inc. 

Aladdin Industries, Incorporated 

Apex Electrical Manufacturing 
Company, The 

Casco Products Corporation 

Clemson Brothers, inc. 

Detroit Diese! Engine, Division of 
General Motors Corporation 

Eljer Division of 


The Murray Corporation of America 
First National City Bank of New York 


Jarman-Williamson Co. 
Lustberg, Nast & Co., Inc 
McGregor-Doniger, inc. 


Mido Watch Company of America, Inc. 


Pearson Pharmacal Co., Inc. 
Polaroid Corporation 

Pond Co., inc., A. H. 

Portiand Cement Association 
Radioear Corporation, The 
Reynolds Metals Company 
Rheem Manufacturing Company 
Ruud Manufacturing Company 
Skil Corp. 

Sun Oil Company 

United Aircraft Corporation 
Wheeling Corrugating Company 


Amity Leather Products Company 
Barre Granite Association, Inc. 
Beltone Hearing Aid Company 
Curtis Companies, inc. 

Doug'as Fir Plywood Association 
Employers Mutuals of Wausau 
Endicott-Johnson Corporation 
Evans’ Son Company, L. 8. 


Hobart Manufacturing Company, The 10 


Houdaille industries, inc. 
Ingraham The 

Kaiser Aluminum Chemical Corp. 
Kentile, Inc. 

Lewyt Corporation 

Mayflower Warehousemen’s Assoc. 
National Trailways Bus System 
Scott & Sons Co., 0. M. 

Sutton Corp. 

Twentieth Film Corp. 


| leading advertisers 
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Michael Sloman, 62, 
Board Chairman of 
Mumm, Mullay, Dies 


O., Jan. 2—Michael 
H. Sloman, 62, former board chair- 
man of Mumm, Mullay & Nichols, 
Columbus agency, and former 
marketing director of Monsanto 
Chemical Co., St. Louis, died this 
morning et White Cross Hospital 
here. He had been ill for some 
months. 

Mr. Sloman came to Columbus 
from Philadelphia in 1952 as gen- 
eral manager of Detergents Inc. 
When this company was sold to 
Monsanto, he became marketing 
director, a position in which he 
made advertising and selling his- 
tory by pushing the sales of the 
company’s All detergent from $4,- 
000,000 to $40,000,000 in less than 
three years. He returned to Colum- 
bus in 1954 to take over the man- 
agement of Mumm, Mullay & Nich- 
ols. 


® Mr. Sloman’s career in adver- 
tising and public relations began 
in World War I, when he served 
under George Creel in the U. S. 
Department of Information. 

After four years as assistant 
advertising manager of Goodyear 
Tire & Rubber Co., he joined the 
Hearst organization, serving as 
merchandising manager of the 
Chicago Herald & Examiner and 
the New York American and as as- 
sistant to Arthur Brisbane. 

Later he became advertising di- 
rector of the New York Post and 
held executive positions with 
Geare-Marston and Neal D. Ivey 
Co., Philadelphia agencies. 


CORNELIUS ROOT 


SEATTLE, Jan. 2—Cornelius Root, 
48, supervisor of laboratories at 
the University of Washington 
school of communications, died 
Dec. 30 in the crash of his own pri- 
vate plane in which Mr. and Mrs. 
Root and Joseph Herb, 19, Mrs. 
Root’s son by a former marriage, 
were returning from San Fran- 
cisco. All three were killed in- 
stantly. 

Mr. Root had been on the faculty 
since 1947. Formerly he had been 
owner and publisher of the Amer- 
ican, Anacortes, Wash., a daily, 
which he sold in 1950. 

Mr. Root had been flying his 
own planes for a number of years 
and was president of the Wash- 


- in the 


Cownties of WEST TEXAS 
4 Southern NEW MEXICO 


MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS HOWARD NEWSPAPER 
EVENING 


|ington State Aircraft Owners & 


Pilots Assn. Only two weeks ago 
he had qualified for instrument 
flying. 

At the time of the accident Mr. 
Root was coming into Boeing 
field, at Seattle, for a radar ap- 
proach. Investigators for the Civil 
Aeronautics Administration said it 
looked as though Mr. Root, pre- 
paring for an unfamiliar blind 
landing, was flying at a speed and 
glide he realized were excessive 
when he came out of the overcast. 
He attempted to pull out too sharp- 
ly, and a wing ripped off. The 
plane fell some distance from the 
wing and burst into flames. 


JAMES W. WATT 

Mount Morats, Jan. 2— 
James W. Watt, 69, board chair- 
man of Watt Publishing Co., died 
Dec. 31 in Rockford Memorial 
Hospital. 

Mr. Watt had played a key role 
in the poultry publishing industry 
for nearly 40 years. In partner- 
ship with A. A. Yoder, he pur- 


chased Poultry Tribune from R. R., rector cf Kable and has served! Mississippi, 


Fisher in 1917. As the poultry in- 
dustry grew and changed in 
character, other magazines were 
started or purchased to serve 
specialized fields. In addition to 
Poultry Tribune, the company now 
publishes Hatchery & Feed, Turkey 
World, Better Farming Methods, | 
Pacific Poultryman, Broiler Grow- 
ing, and Poultry Processing & 
Marketing. 

Born in Kirkwall, Orkney Is- 
lands, 1887, Mr. Watt emigrated to 
the U.S. in 1907 and became a 
naturalized citizen in 1916. 


s After working as a printer in 
Chicago and Hammond, Ind., he 
moved to Mount Morris, joining 
Kable Printing Co. He was fore- 
man of the composing room at 
Kable when Poultry Tribune was 


purchased in 1917. 
In 1942, with his son, Leslie, he) 
purchased the McGregor Magazine | 
Agency, Cedar Rapids, Ia., and re-| 
located it in Mount Morris. 
In 1923, he was elected a di- 


continuously that 
since that date. He also was a di- 
rector of Prater Pulverizer Co., 
Chicago. At the time of his death 
he was president of the Mount 
Morris Savings & Loan Assn. He 
was active in civic and fraternal 
affairs in Mount Morris. 


CHARLES B. FIELD 

DELRAY BEACH, FLA., Jan. 2— 
Charles Barr Field, 67, who retired 
in 1951 as manager of the Detroit 
office of the Curtis Publishing Co., 
died in a West Palm Beach Hos- 
pital Dec. 31 of a heart attack. He 
spent most of his business career 
with the Curtis organization. 


HARRY G. CRAWFORD 
Mosi.e, AtaA., Jan. 2—Harry G. 
Crawford, 72, founder of three ad- 


|vertising agencies and a prom- 


inent civic leader, died here Fri- 
day, following a long period of ill 
health. He organized the Crawford 


| Advertising Agency, Mobile; the! 
|Crawford Advertising Agency of! 


capacity! Capital Advertising 
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and 
Co., 


Gulfport, the 


Mont- 
gomery. 

A native of Gunnison, Colo., Mr. 
Crawford came here from Atlanta 
50 years ago. He was one of the 
founders of the- Alabama Deep 
Sea Fishing Rodeo. 


LAWRENCE KLEE 

Westport, Jan. 2—Lawrence 
Klee, 42, radio and tv script writer, 
who produced, among others, “Mr. 
and Mrs. North,” “Men Against 
Crime” and “The Lineup,” died 
yesterday of a heart attack. A na- 
tive of New York and a graduate 
of the University of Wisconsin, he 
also wrote “The Fat Man,” “The 
Chase” and “The Clock” for radio. 


JOHN F. EASLEY 

ARDMORE, OKLA., Jan. 2—John 
F. Easley, 84, publisher of the 
Daily Ardmoreite, died here Dec. 
29. Born in Rusk, Tex., Mr. Easley 
came to the newspaper in 1897 
when Oklahoma was Indian terri- 
tory. 


Effective Income: 


Retail Sales 


Families: 336,300 


$1,800,456,000 
$1,313,678,000 
(Population: 1,084,600) 


The Spokesman-Review and Spokane Daily 
Chronicle reach $ out of 10 families. 


Effective Income: 


Retail Sales 


Families: 193,600 


$1,108,219,000 
$ 773,391,000 
(Population: 628,100) 


The Spokesman-Review and Spokane Daily 
Chronicle reach 8 out of 10 families. 


Totels are Cumulatve. Population, households, income. age 


Effective Income 


Retail Sales 


Families: 85,000 


$484,789,000 
$336,760,000 
(Population: 261,000) 


The Spokesman-Review and Spokane Daily 
Chronicle reach 10 out of 10 families. 


1956, 


ABC Audit Report, March 31, 1956 


*24 complete counties shown Latest deta, with excep lable tor parts of counties defined by ABC 
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Theodore Seltzer, 
Bengue President, 
Is Dead at 86 


New York, Jan. 2—Theodore 
Seltzer, 86, president of Bengue 
Inc., Union City, N.J., manufactur- 
er of medicinal products, notably 
Baume Ben-Gay, died Dec. 31 at 
French Hospital after a long ill- 
ress. Mr. Seltzer was widely 
known as the dean of the French 
colony here. Born in France, he 
became an American citizen early 
in the century and frequently re- 
visited his native country, having 
crossed the Atlantic Ocean nearly 
100 times. 

He came to the U.S. in 1891, and 
after working for the French Line 
here for a time, made arrange- 
ments in 1898 with the late Dr. 
Jules Bengue to manufacture in 
this country the Baume Ben-Gay 
ointment developed by the French 
physician. 

Mr. Seltzer continued to head 


|‘the organization until 1939, when | 


Bengue Ine. was formed and he) 
became its president. He was also| 
vp and a director of Pacquin Inc., 
New York manufacturer of hand 
lotions. He had been president of 
the Lycee Francaise of New York, 
vp of the French Chamber of Com- 
merce of the U.S. and honorary 
president of l'Union Alsacienne of 
New York. He was a commander 
of the French legion of honor. 

In 1949 the Treasury Depart- 
ment reported that Mr. Seltzer as 
president of Bengue Inc. had a 
1947 salary of $259,613, the eighth 
highest paid an American corpora- 
tion executive that year. 


HARRY L. NEHRBASS 

Cuicaco, Jan. 2—Harry L. Nehr- 
bass, 49, sales manager of the) 
household division, Plastone Co.,) 
and head of Simoniz Co. advertis- | 
ing for many years, died of a heart 
attack Dec. 27 in his office. He had 
been with the company nearly two 
years. 

Mr. Nehrbass started his career 


in the advertising department of 
Ed Schuster Co., Milwaukee. In 
1930, he joined Simoniz as adver- 
tising manager. He was credited 
with building up Simoniz’ house- 
hold wax division. He was exec vp 
and a director of Simoniz when he 
resigned in 1951 to join the old 
John R. Kneebone agency here as 
a vp. 

He was president and part owner 
of Zylon Inc., manufacturer of 
floor wax and allied products, for 
two years prior to joining Plastone 
Co. in February, 1955. A resident of 
suburban Highland Park, Mr. 
Nehrbass was a graduate of the 
University of Wisconsin. 


HERBERT J. GOLDSMITH 

New York, Jan. 2—Herbert J. 
Goldsmith, 78, a founder and 
treasurer of the Sterling Adver- 
tising Agency, died Dec. 29 in St. 
Barnabas Hospital, Newark, N.J. 
Mr. Goldsmith began his advertis- 
ing career 50 years ago in Newark 
by founding his own agency there, 
after several years of experience 


as an advertising salesman on local 


newspapers. He gave up his own 
business when he became one of 
the founders of the Sterling agency. 


JOHN F. CONWAY 

New York, Jan. 2—John F. Con- 
way, 62, publicity director of the 
Sinclair Oil Corp., died Dec. 30 at 
Flower & Fifth Ave. Hospital after 
a short illness. He spent his early 
career in the textile business, join- 
ing the advertising department of 
Sinclair Oil Corp. in 1923. He be- 
came publication director a few 
years later. He was a member of 
the American Petroleum Institute 
and the Oil Writers Assn. 


Lennen & Newell Names Two 

Lennen & Newell, New York, has 
appointed Daniel E. Shea senior vp 
of marketing. He will continue as 
management account supervisor on 
the Stokely-Van Camp account. 
The agency also has appointed 
Paul H. Heynes, formerly with 
Morey, Humm & Warwick, an ac- 
count executive. 


SPOKANE MARKET 


largest marketing areas 


If you’re measuring markets by metropolitan areas, you have to make 
an exception with the Spokane Market. Shown by the chart opposite, 
metropolitan measurements merely skim the surface of this big, isolated 


trade area. 


Measure it by any market index—by population, income, or retail 
sales—and you'll find that the Spokane Market is 4 times as big as its 
metropolitan center. And you'll discover, too, that you automatically sell it 


all, when you earmark for your A” schedule Spokane’s two big daily news- 


papers—The Spokesman-Review and Spokane Daily Chronicle. 


‘Roger Smith, 84, 
Paper Marketing 
Innovator, Is Dead 


DEDHAM, Mass., Jan. 2—Roger 
Day Smith, 84, retired board chair- 
man and former president of S. D. 
Warren Co., Boston paper manu- 
facturer, died Dec. 20 at his home 
here. He had been associated with 
Warren for more than 50 years. 
He became president in 1925, then 
served as chairman until his re- 
tirement in 1948. 

Early in his career he put into 
effect the then novel practice of 
merchandising a standard line of 
printing papers nationally through 
established distributor channels. 

Growth of business through ad- 
vertising was one of his most firm- 
ly held tenets. As early as 1912, 
he bought a column in The Satur- 
day Evening Post to promote his 
basic principle of marketing a sim- 
plified line of papers, the graded 
series adequate to cover virtually 
all major printing requirements. 

An exponent of strict business 
ethics, he established in World 
War I a policy of selling to his 
customers on a cost-plus basis, as 
an antidote to price “gouging.” 


O’Ryan & Batchelder 
Opens Two New Oltices 

O’Ryan & Batchelder, Memphis 
transit advertising company, has 
been appointed to take over man- 
agement and operation of Trans- 
port Ads of Milwaukee, which 
handles advertising in and on 
transit vehicles of the Milwaukee & 
Suburban Transport Corp. O&B 
has appointed Ben S. Cannon, vp, 
general manager of the new Mil- 
waukee operation. 

O’Ryan & Batchelder has also 
taken over the bus advertising of 
Knoxville Transit Co. and plans to 
open Knoxville offices soon. Ver- 
non Oliver will be manager and 
will also head the company’s Chat- 
tanooga activities. 


Leber & Katz Moves 


Leber & Katz moved its offices 
to larger quarters at 625 Madison 
Ave., New York, over the New 
Year’s weekend. This brings the 
number of agencies on Madison 
Ave. to 146—latest previous count 
was 145 (AA, Dec. 17, 56). The 
agency, formed on Jan. 2, 1954, 
increased its space 75% in the 


move. 


hollywood 


display dra 


* Easy to Ship, Shape, Hang ond Orape 
FREE! colored idea Booklet Show- 
ing 10 New Ways Te Use Loge 
Drapes. 


HOLLYWOOD BANNERS 
: logo Drape Dept. 
& Manufacturers of 
Famous Color-Spectocular 
32ND STREET + NEW YORK 16, N.Y. 
TELEPHONE: OR 9-4790 
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| Flexible ... 
Fit Everywhere 7 
* Save Big Money eee 
THE SPOKESMAN-REVIEW =e — | 
SPOKANE DAILY CHRONICLE | 
1 out of every 
Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 2 families , 


R. H. Burbank (1.), Bisquick account executive and vice-president 
of Knox Reeves Advertising, Inc., Minneapolis, and J. F. Matthes, 


advertising manager for Bisquick, demonstrate the removability 
feature of the 28-page Cook Book in Coronet. 


the January 


GENERA 


pioneers bold and distinctiv 


HE JANUARY ISSUE of Coronet is carrying a 29- 

page Bisquick advertisement. This is the larg- 
est multiple-page advertisement ever placed for 
one product in a general magazine, but the sig- 
nificance of this advertisement goes far beyond 
its size. The Bisquick insertion is a DOUBLE- 
ACTION AD... it works in the magazine... it 
lives in the home. 


General Mills’ 29-page advertisement comprises a 
4-color front inside cover followed by a 28-page 
Betty Crocker Bisquick Cook Book. This booklet 
is a completely self-contained unit with its own 
cover and binding. A newly developed technique 
makes this Cook Book completely removable, so 
that the housewife can retain it permanently. 


Through Coronet and through an additional dis- 
tribution with packages of Bisquick, General Mills 
is achieving the largest mass distribution of cook 
books in a short period of time. 


Knox Reeves V. P. tells... 


"WHY WE CHOSE CORONET" 


“After studying a number of magazines, we decided 
to use Coronet. It stood out on a number of counts. 


“First, its handy page size lends itself to a promo- 
tion of this type. Busy housewives find that the brev- 
ity of the average Coronet article makes it extremely 
easy to pick up and read, put down and pick up again. 
R. H. BURBANK, This quality is especially appreciated by the 12 mil- 
vice-president of —jion housewives who hold down jobs in business and 
aieattichen Yoo. industry. They find it easy to carry and read on 
crowded buses and trains. 


“Coronet’s heavy super market circulation was also a factor in our decision. 


“The low page rates helped us to make the final decision in Coronet’s favor. 
We found that we could buy the number of advertising pages we required 
more economically in Coronet than in any other major publication.” 


Over ten million adult readers every month 
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Coronet Mag 


MILLS 


new advertising technique 


WAIF TO woman 


The Strange Lite of mari | 

by Novelist James T. Farret; 


it works in the magaz ine life of the magazine. This new distribution technique 

offers a degree of economy and efficiency that makes 

it lives in the home it one of the most effective methods of mass distribu- 

tion yet devised. Perhaps this new technique suits 

your needs for an efficient, low-cost method of dis- 

The Coronet removable booklet makes for a double- tributing catalogues, cook books, instruction manu- 

action advertisement that functions as a normal ad, als, or other service literature. Ask your Coronet 
yet has a permanency in the home far exceeding the representative for the full facts. 


488 Madison Avenue Coronet Building 3055 Wilshire Blvd. 
New York 22, N. Y. Chicago 1, Illinois Los Angeles 5, Calif. 
PLaza 9-3232 DEarborn 2-7676 DUnkirk 1-3069 
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| NBC Signs WKBW., Buttalo 


After more than six months 


Department Store Sales... 


| without an outlet in Buffalo, NBC 

Radio has signed WKBW as its af- 
filiate in that city. NBC’s former 
affiliate, WGR, switched to ABC. 
NBC’s new affiliate, WKBW, used 
|to be the ABC outlet in Buffalo. 


S ANGELES HALLIBURTON WASHINGTON, Jan. 3—Depart- 
SAN FRANCISCO CENTRAL TOWER 


ment stores had a very, very pros- 
perous as well as a happy Christ- | 
| mas this year, with sales in the 
| week ending Dec. 29 soaring 27% 
ft | above sales for the similar week of 
1955, according to the Federal Re- 
|serve Board. 

| For the four weeks to that date, 
| sales were 7% ahead of 1955, and 
|for the year to date they were 4% 
ahead. 


coverage area has 


1,102,500 

people who spend 
$1 ,339,059,000. s All 12 FRB districts shared in 
#\the rich Christmas sales pudding, 
| showing gains over the previous 
| year, as follows: Boston, 35%; New 
York, 27%; Philadelphia, 25%; 
Cleveland, 18%; Richmond, 31%; 
| Atlanta, 26%; Chicago, 37%; St. 
| Louis, 18%: Minneapolis, 24%; 
| Kansas City, 20%; I Dallas, 23%, and 
San Francisco, 19% 


Ring Up Very, Very Joyous Holiday 


Detailed breakdown of the sales 
in the areas composing these dis- 
tricts will not be available for the 
Dec. 29 week until next week. Sales 
in the districts for the two previous 
weeks were as follows: 


% Change from ‘55 

Week Ending 

Federal Reserve Dee. Dee. 
Disrict, Area, and City 15 22 


UNITED STATES ............... + +14 
Boston District 4 +15 
Metropolitan Areas 
Boston .. —4 +13 
Downtown Boston —3 +13 
Suburban Boston . — 5 +14 
Cambridge ......... —2 +6 
== § +17 
Quiney —4 +9 
+9 
Cities 
Springfield ........... —A4 +22 
New York District ................ +18 


Metropolitan Areas 


Louisuville’s 
BEST KNOWN FIGURE 


= = 


The WHAS-TV Channel 11 figure here reminds homemakers 
that “Good Living” at 10:00-10:30 am daily, answers many of 
their problems. Changing attire, the versatile and always 
identifiable figure appears on promotion slides at other hours for 
WHAS-TV’s outstanding teen-age show, “Hi Varieties”. 
Whether the setting is a kitchen or club house, viewers 
know the Channel 11 figure represents quality, good-taste 
programming, well produced shows suitable for the entire family. 
He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating ? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
As.oclated with The Courier-Journal and Lovisville Times 


WATT< 
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Department Store 
Sales Barometer 


Change from 1956 
Week Ended +27% 
Dec. 29, 
Jan. 1 to 
Dec. 29,56 | + 4% 


m2 +8 
New York-N.E. 
r+ 1 +20 
Newark +18 
New York +12 
Rochester +11 
Syracuse +4 
Philadelphia District ............ —4 
Metropolitan Areas 
Wilmington .. +20 
Trenton ...... +12 
Lancaster ....... +12 
Philadelphia +13 
Reading ......... +22 
+14 
Wilkes-Barre—Hazleton +16 
Cleveland District +11 
Metropolitan Areas 
Lexington +2 +7 
EEE 0 +7 
Cincinnati .... +6 
Cleveland .... +1 +9 
Columbus ..... +5 +11 
Springfield .. —4 +3 
—2 +16 
Erie +13 +23 
+5 +15 
Wheeling-Steubenville ... + 5 +16 
Richmond District + 1 +17 


Metropolitan Areas 


Washington .. 0 +15 
Downtown Washington ~ —8 +9 
r+ 6 4 26 
Downtown Baltimore ... — 9 +9 
Richmond ......... +9 
Atlanta District ........................ r—3 +8 
Metropolitan Areas 
Birmingnam —1 
Jacksonville ... — 6 ° 
Atlanta ......... —1 ° 
Augusta ............ —5 +4 
New Orleans . —4 
—32 
+6 
City 
Chicago District .................... r+ 4 +u 
Metropolitan Areas 
+15 
Indianapolis +5 
+15 
Milwaukee + +15 
St. Louis District .................... +s +1 
Metropolitan Areas 
Little Rock +3 +9 
Louisville 0 +12 
St. Louis ..... +5 +15 
—3 +9 
Minneapolis District +5 
Metropolitan Areas 
Mopls.-Bt. + § +18 
Mpls. and Suburbs ..........._ + 6 +21 
St. Paul . -_ + 3 +11 
Cities 
Duluth-Superior 4+ 1 +11 
Kansas City District ............ r+ 2 +u4 
Metropolitan Areas 
+3 +13 
Topeka 0 +9 
r+6 4414 
—5 +9 
AIDUQUETQUE 0 +7 
Oklahoma City 4 5 +17 
+16 
+11 
+13 
1 +8 
1 +15 
7 +11 
2 +11 
2 +10 
| San Francisco District ........ 2 r+ 


| 
| 
| 


Metropolitan Areas 
Los Angeles-Long Beach 4 
Downtown Los Angeles 


Westside Los Angeles... + +12 
+ +18 
San Diego ..... + +19 


San Francisco- Oakland . -_ 
San Francisco City . 
Portland . 

Salt Lake City 


& 
— 


Seattle .. +18 

Spokane .. oun +17 

Tacoma ......... +15 
r—Revised. * —Data ‘not available. 


NOTE: Since sales rise sharply with the 
approach of Christmas, the fact that the 
corresponding week last year was two 


| days nearer Christmas becomes significant 


in comparing weekly data. In general, this 


| causes weekly data to show a less favor- 


able comparison with the previous year 
than if strictly comparable calendar peri- 
ods were available. This should be taken 
into consideration in evaluating weekly 
percentage changes from a year ago. 
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ISVILLE KENTUS 
BASIC CBS-TV Network | 


CHICAGO 


42.4 


WBBM -TV— TRENDEX 
Sat. Dec. 15 
16 P.M. to Midnight 


NEW YORK LOS ANGELES 


WCBS -TV — TRENDEX KTTV— SPECIAL A.R.B 


Sat. Dec. 1 Fri. Oct. 12 
11:15 P.M. to 1:15 A.M. ‘ 8 to 10:30 P.M. 


DENVER Minneapolis-St. Paul SEATTLE PHILADELPHIA 


17.9 


KTVR — SPECIAL A.R.B. KMGM -TV — TRENDEX . KING-TV—A.R.B. WFIL-TV — TRENDEX 
Thur. Nov. 8 : Sat. Dec..8 |. Sat. Oct. 13 Sun. Oct. 28 
9 to 10 P.M. 9 to 11 P.M. 10:45 P.M. to Midnight 5 to 6:30 P.M. 


MGM-TYV has been making trade history since 

its inception, In every city, on every station 

where: M-G-M. pictures have been programmed, 

results run toaeé to form. The ratings devastate a!! 

competition: Billings are upped. Profits and 

prestige are enhanced. Independent stations find : 

it's the answer to networks. Network stations find 

it’s a blockbuster in terms of sponsors and new ee i 
business. If you haven't done so yet, this is the Write, wire or phone Charles C. Barry, 
time t6 @8k about availability of the M-G-M ee 


library in your area. 
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WALL Stary, 


20th-Fox's CBS Radio Network 


uy May Innovate a Pat 


tern 
SCHLITZ R 
BUYS IN MONS TO RADIO 


NG GODFREY 
R. J. Rey 
Reynolds Buys Sat. Night Show 
ur Sign for CBS Radio 


MORE CBS Rapio 
BIZ; 
Quaker Onis BUYS GODFREY 


— for Arthar Godfrey Tine 
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Gurr Summer Ride on 


Sells News to P&G 


CBS Radio s; 
. 
to Year $400,000 


NOW, LEVER 
BROTHERS! 


One of the country’s most deliberate users of 
advertising, the Lever Brothers Company, 
has just bought into the CBS Radio Network 
with conviction: 20 daytime program-units 

a week, 52 weeks a year. 


Thus the list of companies launching major 
CBS Radio campaigns since we last collected 
sales headlines keeps growing. It now includes 
Lever, Scott Paper, Mentholatum, Lipton, 
American Home Products, Grant Chemical, 
Pharma-Craft, Campana, Salada Tea... 


The reason is people. Every month CBS Radio 
programs win 38 or 39 or 40 of the top 

40 audiences in Nielsen daytime rankings. 

In fact* in every time-period from 10:00 AM 
to 3:30 PM, CNYT weekdays, CBS Radio 

is the most listened-to Net WOPK. sais reper 


Advertisers need people. The people — in radio’s 
greatest numbers — are here. Which means 
that network radio’s sales power and 
advertising economy are here, too, at their 
formidable best! 


Now is the time to buy the... 


CBS RADIO NETWORK 
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Don’t miss 
in Oakland 


If Oakland (Calif.) means little more to you than 


a leading railroad terminus, then you'd better 
take a closer look. It might surprise you. 


What's up in Oakland, largest center in Northern 
California? Population, for one thing. Retail sales, 
for another, And the buying power of Oakland 
metropolitan area residents has shot up a healthy 
67.8% in 10 years. 

Because of its ideal location, many major indus- 
tries have made Oakland their West Coast head- 
quarters. Out of this bulging metropolis come 
ships, baby food, autos, chemicals, canned goods, 
coffee, plane parts. More than $342 million in new 
plants and expansion since World War II. 


Yes, Oakland has taken on a new look. The his- 
toric Henshaw Building is being replaced by a 
$7 million office building. The Oakland Interna- 
tional Airport is in line for $12 million worth of 
expansion, A new world headquarters for Kaiser 
will cost about $40 million. New shopping centers, 
homes and schools are being planned. 


If you want your share of the big boom in Oak- 
land, parADe and the Oakland Tribune will give it 
to you. Each Sunday they call on six out of every 


ten homes. Each Monday they begin to move ) 


goods off dealers’ shelves all across town. 

PARADE... The Sunday Magazine section of 
55 fine newspapers covering some 2600 markets... 
with more than 15 million readers every week. 


Championship speedboat regatta on Oakland's 


famed Lake Merritt, largest body of salt 
water in the heart of an American city. 


How big 
in 
Metropolitan Oakland? 


(Per cent of families reached ) 


LOOK........7.7% 
POST.........9.5% 


LIFE........13.0% 


PARADE 60.7 


Home County —Alameda 


T 
Abbot! Says He 
Gimbed Grave 


Represented nationally by Cresmer &  oodward Co. 
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BOTTLE PARTY—Walter Landor & Associates sent out more than 1,000 
of these ship-in-a-bottle invitations to the opening of its new design 
studios in San Francisco. 


DaLLAs, Jan. 2—Thomas R. 
Pansing, director of insurance for 


the state of Nebraska, has rec- 
|}ommended that regulation of ac- 
| cident and sickness insurance ad- 
| vertising be maintained in the 
|hands of individual states rather 
than by the federal government. 

| Ina talk before the annual con- 
| vention of the American Bar Assn., 
|he described the regulation of ac- 
|cident and health insurance as 
“probably the most perplexing 
problem of the modern American 
in-urance industry.” 

“The accident-sickness insurance 
| industry today finds its advertising 
lin a very difficult position— 
| squarely in the middle of a dispute 
| between state and federal authori- 
| ties,” Mr. Pansing said. (He was 
referring to regulations of the Fed- 

eral Trade Commission and state 
lefforts under rules promulgated 
| by the National Assn. of Insurance 
| Commissioners. ) 

= Urging that the states be en- 
trusted with the main burden of 
| regulating accident-sickness insur- 
ance advertising, Mr. Pansing said: 
“Geographical decentralization 
emerges as an aid rather than a 
detriment to good regulation, es- 
pecially so long as general state-to- 
state uniformity, such as is now 
accomplished by the NAIC, can be 
maintained. Minor differences in 
regulation based on local custom 
or need are desirable.” 

In the large majority of cases, 
a state insurance commissioner’s 
recommendations are followed by 
insurance companies, Mr. Pansing 
pointed out. If a company refuses 
to follow such recommendations, a 
| commissioner has a variety of 
| legal remedies, he said. In his four 
years as a state commissioner, he 
added, no company has refused to 
carry out one of his recommenda- 
tions. 

The first impetus toward effec- 
tive regulation of abuses in the 
field resulted from the famous 
Armstrong investigations in New 
York in 1906, Mr. Pansing said. As 
a result of these probes, federal 
,and state governments put teeth 
|into regulatory laws which, prior 
to then, had been largely minis- 
| terial in nature. 
| Regulations requiring the filing 
|of annual statements, maintenance 
|of standards of solvency and the 
payment of taxes were established 
| by the various governments to 
apply to insurance companies, he 
said. 


® The new NAIC rules were for- 
|mally adopted by the organization 
'in 1955, he said. They represent 
the work of nearly 100 company 
'representatives of ten major life, 
|aecident and health trade associa- 
tions, and about 35 state insurance 
department people representing 
the NAIC. 

As of last August, Mr. Pansing 
said, these rules had been formally 
promulgated in some 19 states, and 
about 15 more individua] commis- 
sioners have indicated that they 
will either use them informally in 
administering their unfair trade 


‘States Can Enforce Health Insurance Ad 
Rules Better than U.S.: Nebraska Official 


practice acts or that they expect 
formal adoption in the near future. 
“While the rules are necessarily 
broad and couched in general 
terms, they are nonetheless more 
specific and detailed than any of 
their earlier counterparts,” he said. 
“They are also, to that extent, 
more onerous to those who prepare 
advertising copy and require a far 
higher degree of care and more ex- 
pense in such preparation.” 


® Mr. Pansing noted that the FTC 
established its regulations in Feb- 
ruary, 1950. The rules apply to 
insurers doing business outside the 
state of their domicile, using the 
mails or other means of interstate 
communications, and without the 
employment of agents in the state 
where the customer is located. 

“For the first time, the adver- 
tiser, under the FTC rules, was 
required to do more than indicate 
the existence of exceptions, reduc- 
tions, limitations and waiting peri- 
Mr. Pansing said. 

“He was also required to dis- 
close in his ad all ‘unusual’ excep- 
tions, reductions, and limitations, 
as well as the existence of ‘a time 
lapse or lag,’ if any, between the 
effective date of the policy and the 
first date of coverage, or between 
the date the loss is incurred and 
the date benefits began to accrue,” 
he concluded. 


Frozen Steaks Offers Premiums 

Grand Duchess frozen flaked 
steaks has released “Cattle Tattle” 
bonus coupons as a package insert. 
Each coupon has an approximate 
value of 15¢ toward one of six pre- 
miums for the consumer. 


CONNECTICUT'S 
BULL'S-EYE MARKET 


Bull’s-Eye 
On $6'/2 Million 
Apparel Sales! 


Yes! You get sure-shot 
97% coverage of the 
100,000 Meriden-Wall- 
ingford market with THE 
RECORD & JOURNAL... 
only minutely approached 
by Hartford or New Haven 
newspapers. Get full mar- 
ket data now. 


* SM 'S6 Survey 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


ie 
Gilman, Nicoll 
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Big Fout Complete = 
Plan 


3. with the best possible selling message, 4. your advertising is sure to get results. 


Young & Rubicam, Inc. Advertising 


NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES +» HOLLYWOOD + MONTREAL + TORONTO + MEXICO CITY + SAN JUAN + LONDON 


‘ 1. When you reach your best possible prospects, 2. at the lowest possible cost, | m 
j 
BH 


= 
OOMPH! 


You put “oomph!” into selling the 

lucrative Coast Guard procurement 

and consumer markets when you 
advertise in 


U.S. COAST GUARD 


MAGAZINE 
U. S. Coast Guard Magazine is the ONLY publi- 
cation which puts its sights EXCLUSIVELY on 
the Coast Guard. It insures concentration on 
this important segment of the Armed Forces 
and adds significant circulation to your cover- 
age of the military market. Write now for sam- 
ple copies, rates and information. 


PUBLISHED BY 


ARMY TIMES PUBL. CO. 


THE AMERICAN WEEKEND + THE MILITARY MARKET 


- Personnel Dearth 
Ads for Industry Growing Ad Field 


Condition Will Continue 
for Decade; Mathes Uses 
Staff of 8 on Carbide Ads 


New York, Jan. 2—American 
jindustry, which annually spends 
jabout $1 billion on advertising to 
sell its products, invested unprec- 
edented sums during 1956 to an- 
jmounce its eagerness to buy a 
searce commodity—technically 
trained labor. 

Using daily newspapers, gener- 
al and business magazines, college 
publications, radio, television, 
films and even outdoor advertis- 
ing, the country’s industrial pro- 
ducers employed virtually every 
known appeal, ranging from the 
|subtlest of “soft sell” messages to 
the most direct copy slants to 
compete with one another for the 
seriously limited supply of engi- 
ineers, technicians, foremen, fac- 
tory workers, stenographers and 
office clericals. 
| Despite the national passion for 
statistics, amply manifest in most 
I tields of business activity, there 


ONE WILL DO! 


You bag the biggest game in Columbus and 
Central Ohio with just one station .. . WBNS 
Radio. No need to scatter your shots, WBNS 
delivers the most (and the best) listeners . . . 
twice as many as the next biggest station. 
With 28 top Pulse-rated shows, WBNS puts 
push behind your sales program. To sell Cen- 
tral Ohio . . . you've got to buy WBNS Radio. 


CBS FOR CENTRAL OHIO 


Ask John Bloir 


The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dotlors to spend. 


|just how much money has been 
| invested 


=," jtion of this kind of advertising 
Makes Recruiting »**es has become a_ function 
of the public relations depart- 
ment. In still others, it is handled 
through normal channels as a re- 
sponsibility of the advertising de- 
seem to be no accurate records of — 


: _ ~ |@ The director of advertising of 
in advertising for this | one of the country’s largest multi- 
purpose during the year just | division producers told AA he 
closed. does not consider it unusual to 

|come upon an ad of his own com- 
Of a group of the country’s | pany on the general subject of re- 
leading newspapers queried by \cruitment while glancing through 
ADVERTISING AGE, only the Chicago |a consumer or business magazine, 


|multi-colored and 


| ship, 


Tribune proved in position to fur- 
nish accurate linage figures show- 
ing the amazing growth of space 
used in recent years for help 
wanted in the display classified 
category, normally employed for 
advertising of this nature. 

The Tribune reveals that be- 
tween 1950 and 1955 total linage 
in this classification almost tre- 
bled, while 11-month totals for 
1956 topped total 1955 linage by 
some 32%. 

Despite the absence of accurate 
statistical records elsewhere, even 
a casual glance at any of the 
country’s leading newspapers— 
particularly at their Sunday edi- 
tions—would seem to support the 
contention that the Chicago Trib- 
une’s growth record reflects a gen- 
eral trend. The sudden 
in help wanted display linage in 
the past two years is clearly re- 
vealed by these figures furnished 
by the Chicago Tribune: 


® These figures, taken solely from 
one daily newspaper, would indi- 
cate that the total promotional bill 
for recruitment purposes reaches 
a staggering sum. But it should 
be borne in mind that most in- 
dustrial companies consider funds 
invested in various advertising 
media as merely supplementary 
to the money spent on their major 
labor solicitation effort—the use 
of recruiting personnel. These in- 
dividuals and teams visit the na- 
tion’s campuses for the sole pur- 
pose of convincing graduating 
seniors that their best possibility 
for a happy and productive future 
lies in working for the recruiters’ 
respective sponsoring organiza- 
tions. 

Here again, no accurate esti- 
mates are available of just how 
much is invested in the task of 
obtaining new employes, but one 
authority, Howard L. Carlston, 
director of placement at the Uni- 
versity of Utah, has estimated 
that “some companies spend from 


'$1,500 to $2,000 for every college 
|graduate they hire.” 


® Vast quantities of printed mat- 
ter are produced and distributed 
each year to lend promotional 
support to these campus recruit- 
ing activities. These booklets, 
leaflets and brochures—many 
elaborate—are 
generally aimed at selling the in- 
dividual company as the place 
where the future engineer or sci- 
entist will find stability, oppor- 
tunities for a lucrative and re- 
warding future and the prestige 
reflected by a company of leader- 
great size and progressive 
outlook. 


The effect of this burgeoning | 
program upon the country’s in-| 


dustrial advertising departments 
presents no consistent picture. In 
some cases, such promotion ma- 
terial is prepared by a company’s 
advertising agency, working di- 
rectly with the employment de- 
partment, a personnel supervisor 


|without ever previously having 
seen or known about the exist- 
ence of this particular advertise- 
ment. 

In publication advertising, the 
gamut of appeals is run. Boeing 
Airplane Co., for example, in a 
series in The Saturday Evening 
Post, directs its fire not at the 
engineer, but at his wife. One of 
its ads, addressed “To a Slide- 
Rule Widow,” claims that wives 
of engineers at Boeing Airplane 
|Co. are happier. . . Boeing plants 
jare located in young people’s 
jareas...enabling you to choose 
the living and climate advantages 
ithat best suit your family... 
|Good housing, schools and shop- 
ping centers appeal to young 
wives and mothers.” 


increase | 


| 

}@ On the other hand, Pratt & 
Whitney Aircraft employs a siza- 
ble display ad in a Sunday edition 
of The New York Times to an- 
nounce directly: “World’s fore- 
most designer of aircraft engines 
has unusual growth opportunities 
for engineers.” 

Outstanding use of television 
commercial time was made dur- 
jing the recently closed football 
{season by Minneapolis-Honeywell 
| Regulator Co. Through Foote, 
|\Cone & Belding, Chicago, it used 
\five consecutive Saturday after- 
jnoon ICAA contest segments to 
‘interest engineers in coming to 
work for the company. 
| Against a background of one of 
\the organization’s electronic prod- 
ucts, over a network of 167 sta- 
tions, in the course of time-outs 
on the field of play, Minneapolis- 
Honeywell offered listeners a 
copy of a brochure, “Your Curve 
of Opportunity in Automatic Con- 
trol.” On 28 of these stations, in 
the eastern half of the country, a 
local cut-in invited listeners to 
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|resentative to visit the prospect’s 
/home “this weekend.” 
Minneapolis-Honeywell’s_ re- 
cruitment promotional plans en- 
compass some 10 years of activity, 
including the use of Time and 
other general magazines in 1957 
and possibly the use of space in 
British newspapers this year. 


® Union Carbide & Carbon Co., 
through J. M. Mathes Inc., New 
York, uses some 56 college and 
|engineering publications, 14 gen- 
‘eral periodicals and a group of 
|specialized magazines to interest 
scientists in working for the com- 
pany directly. In addition, it has 
made use of a 28-minute color 
film for what may be the ultimate 
in “soft sell” techniques. 
Distributed to all schools 
throughout the country that have 
mining and engineering courses, 
the film has been turned over by 
|Union Carbide to the bureau of 
mines, Department of the Interi- 
‘or, and the spomsor’s connection 
| with it is limited to a simple cred- 
|it line in its opening sequences. 
The picture deals with the geo- 
|logical history of uranium and 
jtraces present day prospecting 
j}methods, mining techniques, re- 
|fining methods and end uses of 
|the metal. The company has stat- 
led that the film’s “primary pur- 
|pose is to put Union Carbide & 
|Carbon in the forefront of the 
|minds of all students who might 
| be interested in chemistry or min- 


le 
|ing as a career.” 


® Shell Oil Co., too, makes use of 
|the motion picture medium in its 
combined animated and live se- 
quence film, “The Story of Oil 
|Marketing.” While the project was 
originally planned as a means of 
lcontributing to public under- 
|standing of how American busi- 
|ness functions, it has been found 
| valuable as a recruitment tool. 

| This development came about 
almost accidentally, since the 
story line chosen was that of trac- 
\ing the history of a college stu- 
dent who spends a summer work- 
ing in a service station, where his 
interest in bringing products to 


If you haven't gone 


call a telephone number to make | 


arrangements for a company rep- 


GO TO YOUR NEWSSTAND 


way 


to gain a reputation 


for leadership, 

is to do the finest job 

in your field, 

and keep on doing it 
year after year 

and decade after decade. 


LETTERPRESS 


or a general employment manag- | 


er, with or without consultation | 


by the company’s advertising ex- 
perts. . 
In other organizations, prepara- 


In photoengraving, 
as in advertising, 
there’s no short-cut 
to quality. 


GRAVURE 


64 
Lo» Philadelphia, San Froncisce 
COAST GUARD MAGATING 
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lem will become increasingly im- 
portant during the years immedi- 
ately ahead. How this will affect 
the field is a matter of conjec- 
ture, but some measure of its im- 
pact may be gauged by the expe- 
riences of J. M. Mathes in han- 
dling Union Carbide & Carbon's 
recruitment promotion. This activ- 
ity today requires the fulltime 
concentration of eight persons on 
the agency’s staff. 


‘California Industrial 
Purchasing Guide’ Published 


it seems likely that advertising’s | than 30,000 industrial companies in 
role in helping to solve the prob- | classified headings from “abra- 
|sives” to “zine,” has been pub-~ 


lished. Brought out originally in 
1945 as a directory to manufactur- 
ers, services and products in 
Southern California only, the book 
expanded its coverage last year to 
‘include all of California. The 
northern and southern markets of 
'the state have been divided into 
|two separate catalogs, each upside 
|down and reversed against the 
| other, in the one 726-page volume. 

The catalog includes names, ad- 
dresses, phone numbers and brand 
names. Publisher is Genevieve 


The 1957 California Industrial) Wood, 2008 W. Seventh St., Los 


' cation to be often repeated. 
0 urs me That’s why golfers trek to 
“ Pinehurst, r after year 


Purchasing Guide, which lists more | Angeles. Price is $10. 


Take 4 golfing pals, add ¢ 
Continue ur top-flight 18- courses, 
add dry, pine-scented air... 


and the sum total is a va- 


ea 
to play, Fe and return 


& refreshed for work. For 
at rofit - with - pleasure, get 
usiness associates to join 
iné lj you. Fine hotels. 
For reservations, write 


Pinehurst, Inc., 60 Dogwood 
NORTH CAROLINA Pinehurst, inc. 


AD AFFAIR—This is one of nine ads 
prepared for Ad Week, Feb. 10-16, | 
by the Bureau of Advertising, | 
ANPA. The four 400-line, four 600- | 
line and one 1,000-line mats are | 
available for $3 a set from Adver- 
tising Federation of America, 250 

W. 57th St., New York. 


the consumer becomes so deeply 
developed that he decides to enter 
upon a career of oil marketing. 


® Outdoor bulletins and three- 
dimensional cutouts have been 
employed successfully the 
Twin Cities area by the Univac 
Division of Sperry Rand to an- 
nounce job openings in various 
fields. Locations for the units 
were chosen after a survey to de- 
termine the areas through which 
passed a considerable volume of 
the kind of traffic the company 
desired to reach with its special- 
ized message. 


s The nation’s business press, of 
course, is used with consistency 
by organizations seeking new em- | 
ployes in the publications’ respec- 
tive technical fields. 

But there is at least one such 
publication which makes it clear 
that “we do not seek and do not 
want to carry” recruitment ad-| 
vertisements. This is the Army-| 
Navy-Air Force Journal, whose | 
records show a marked decrease | 
in this kind of advertising during | 
1956, as a result of its unique pol- | 
icy. 

“We are, of course, sympathetic 
with the requirements of indus- 
try,” says the publication’s gener- 
al manager, D. C. Brown, “but we 
do not believe the competition 
for trained personnel should de- 
prive the armed forces of their 
needs. One of the pressing 


problems of the services is the} ¢< 
personnel— | ® 


rapid turnover in 
their inability to retain enough 
good, trained personnel as career 
men. 

“The resulting turnover in 
trained manpower not only reduc- 
es the effectiveness of the forces, 
but is costly to the nation in con- 
tinual training of replacements.” 

However, Mr. Brown notes, his 
publication does welcome ads that 
seek the services in industry of 
retired armed forces personnel. To 
this end, it has campaigned for re- 
vised legislation to lift current re- 
strictions and permit American | 
industry to make better use of the 
skills and training of such indi- 
viduals. 


= Authorities on personnel prob- 
lems seem unified in the belief 
that the current shortage of} 
trained personnel in the scientific | 
and engineering fields will con- 
tinue for perhaps another 10 
years. Leading business publica- | 
tions, such as those published by | 
McGraw-Hill Publishing Co., 
have tackled the subject editorial- 
ly. 

In the face of these conditic.s, 


WE’RE STAKING OUT OUR 


MAXIMUM-POWER is the word! MAXIMUM- 
POWER from our half-mile high tower 

to our entire Puget Sound area... reaching into 
the homes of over 300,000 people who 

boast of one of the highest per-capita incomes 

in the World! (and we're not counting over 
1,000,000 of our British Columbia Cousins 

who like us the most.") 

We'll “Placer with Power” .. . so stake your claim 
now in our entire Puget Sound Area. 


* International Surveys Inc. 


REPRESENTED NATIONALLY BY FORJOE 


RICHEST CLAIM YET! 


| 
: 
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ANNIVERSARY—The Copy Research Council observes its 
15th anniversary with a luncheon meeting at the Harvard 
Club in New York. Pictured here are (at head table) 
Richard G. Holbrook, Young & Rubicam; Marion Harper 
Jr., McCann-Erickson; Sydney H. Giellerup, Marschalk & 
Pratt; Allen B. Sikes, ANPA; Mark Wiseman, copy con- 
sultant; (at left of side table) Mills Shepard, head of his 
own research service; Wilson J. Main, Ruthrauff & Ryan; 
Gerald Carson, retired; G. Earle Robinson, C. J. LaRoche 


& Co.; Leslie S. Pearl, Batten, Barton, Durstine & Osborn; 
H. B. Thompson, Erwin, Wasey & Co.; (at right: first 
row) Dr. Wallace H. Wulfeck, William Esty & Co.; C. A. 
Pooler, Benton & Bowles; Carl H. Henrikson Jr., Stewart 
Dougall & Associates; Richard Stanton, consultant; Roger 
Barton, Alfred Politz Research; Victor O. Schwab, Schwab 
& Beatty; James Eysler, Peck Advertising; (center row) 
Mansfield F. House, retired; Howard Kuhn, Compton Ad- 
vertising; Roy C. Kollenborn, McCann-Erickson; Thomas 
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L. Greer; (third row) George Sewall, Young & Rubicam; 
Donald Armstrong Jr., McCann-Erickson; Stephen Hart- 
shorn, Geyer Advertising; Laurence Hubbard, Doherty, 
Clifford, Steers & Shenfield, and William Schneider, Don- 
ahue & Coe; (at far right) Edward Battey, Compton Ad- 
vertising; Gerald W. Tasker, Cunningham & Walsh; Al- 
fred Whittaker, Benton & Bowles; Todd Franklin, Grant 
Advertising. Not shown are Richard Neff, J. Walter 
Thompson Co.; Paul Gerhold, Foote, Cone & Belding. 


Twenty Join GMA 


| panies have joined the organization 
Grocery Manufacturers of Amer-|in 1956, bringing the association’s 
ica, New York, reports that 20 com-| membership to more than 300. 


it takes time to call 3 


ONE CALL DOES IT ALL 


Treasury ‘Not Interested’ in Savings Bond 
Living-Cost Clause Suggested by ‘Harper’ 


WASHINGTON, Jan. 2—Treasury|it borrows?” jmer it folded American. 


have recently encumbered”’ his life. 
Crowell-Collier recently ended 
publication of Collier’s and Wom- 
an’s Home Companion, Last sum- 


In advertising production, time means money. Faithorn 


offers you finest quality typography, photo engravings 


and printing...all under one roof to save you time and 


money. You make just one contact—why triple your 


work? One call does it all... phone Whitehall 4-2300 


a t h 0 n 


officials have admitted they are| 


studying proposals to “improve” 
the government’s savings bonds, 
but they made it clear that they 
are not interested in the proposals 
for a_ cost-of-living escalator 
clause, as suggested in the current 
issue of Harper’s Magazine. 

The need for a more attractive 
savings bond was discussed by top 
officials at a meeting here last 
month of 400 prominent individ- 
uals from all over the country who 
serve as volunteer bond sales- 
men. Top officials indicated that 
changes to put the bond in a bet- 
ter competitive position in the 
current tight-money market prob- 
ably will be sent to Congress soon. 


s At the same time the Treasury 
officially is silent about the charge 
in Harper’s that the Treasury’s 
advertising carried by Harper’s 
and other magazines misleads the 
public when it describes bonds as 
ranking among the world’s finest 
investments. 

The Harper’s article, by John 
Fischer, editor-in-chief, points out 
that individuals who purchased 
bonds for $75 in 1941 and cashed 
them in 1951 “received no interest 
on their money for ten years and 
lost $18 of the capital originally 
invested” because of the decline 
in the purchasing power of the 
dollar. 

The Treasury has an official “no 
comment” policy in regard to the 
Harper’s article. It relies on state- 
ments issued by President Eisen- 
hower and Treasury Secretary 
George Humphrey stressing the 
importance of bonds in developing 
thrift habits and in helping to fight 
inflation. 


Mr. Fischer’s article asked: 
“Does the government have any 
moral right to ask citizens for 
money on these terms in a time 
of long continuing inflation, when 
it knows it will pay off with 
shrunken dollars? Isn't it really 
obtaining money under false pre- 
tenses or, to put it another way, 


ETTING doesn’t the government have a 
N. Dearborn St.. Chicago 10, illinois ENGRAVING moral obligation to repay its debt 
PRINTING in coins just as valuable as those 


The article suggests that the! 
government halt the issue of sav-| 
ings bonds and substitute purchas- 
ing power bonds similar to those 
used in Sweden, France, Israel 
and Finland, with a cost-of-liv- 
ing adjustment so that the pay-off 
price increases in step with the! 
general rise in prices. © 


Smith Keeps Brand Names Post 

Paul C. Smith, president of 
Crowell-Collier Publishing Co., 
New York, will continue as chair- 
man of the planning committee for 
Brand Names Week—1957. Mr.| 
Smith was invited to remain de-| 
spite “the additional burdens that | 


HABERULE 


COPY-CASTER 


yeurseft how faster, easter ond 
Mere octuratety yeu con copy? all type jobs with 

completely revited Tens of 

afists, od-men, printers, copywriters, 

studems seve hundreds of hours ond aol- 
fare ® casily resetting with this nationelly famour 
. Why don't you? At your artist supply 


aha ane. Complete with gouge, only $7.50 
\ THE HABERULE CO, j 
BOX AG-245+ WILTON, CONN. 


“SOUND-FACTOR” 


The 


Impressionale Lining 
wilh 


WSRS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 


SOUND-FACTOR DISCOUNT PAYABLE ONLY 
TO RECOGNIZED ADVERTISING AGENCIES 
BY WSRS, INC., CLEVELAND 18, OHIO 


. 
™ 
> 
— | | 
| 
| 
4 
| 
| 
a! 
| 
| 
; 
| 
3 
| 
: 


Advertising Age, January 7, 1957 


Mutual Tests 
‘$1,000,000 Quiz’ 


in Jamestown. N. Y. 


New York, Jan. 2—The Mutual 
Broadcasting System will give its 
“Million Dollar Quiz’ a one-city 
test during the last week in Janu- 
ary. The guinea pig community 
will be Jamestown, N. Y., where 
the show will be carried over 
WJOC. 

Mutual has had this program 
on its drawing board for many 
months. If the Jamestown test pro- 
duces favorable results, “Million 
Dollar Quiz” and its companion 
show, “National Quiz Champion- 
ship,” will go on the network in 
February. 

Two 10-minute quizzes will be 
broadcast daily Monday through 
Saturday—at 1 p.m. and 1 a.m. The 
25-minute “Championship” will be 
aired nightly Monday through 
Friday. Over a period of a year, 
the shows will give away prizes 
worth $1,000,000 to $1,500,000, 
which will make them the “largest 
quiz and gift giveaway in the his- | 
tory of the broadcast business,” | 
according to Brad Simpson, Mu- | 
tual program director. | 
® To compete for the prizes, lis- | 
teners will need game cards, which | 
they can get from their local radio 
station or from retailers, hotels, | 
etc. A separate card will be re-| 
quired for each game; there will be | 
17 games a week, one for each quiz 
show broadcast. Contestants listen 
to the shows for the questions and 
then fill in their answers. Upon 
completion, the game card must be 
sent to Mutual, which will forward 
the prizes to the winners. 

At the end of six or seven weeks, 
there will be regional competition 
for bigger prizes. At the end of 
three months, there will be na- 
tional playoffs, pitting the region- 
al winners against each other. Mu- 
tual reports that prizes will include 
everything from Cadillacs to chick- 
en farms, but the network has not 
decided how much cash will be in 
the jackpot. 

Nor has MBS decided how these 
shows will be sold to advertisers. 
They may be offered for full spon- 
sorship or sold on a segmented ba- 
sis through the network’s multi- 
message plan. 


Releases ‘1956 NAFM 
Sales Planning Guide’ 

The National Assn. of Furniture 
Manufacturers has just published 
its “1956 NAFM Sales Planning 
Guide,” 


a step in the association's 


*Revised as of Dec. 18, 1956. 
** Effective Sept. 15, 1955, DuMont Television network changed from a national network 
to a local operation. 
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Source: Publishers Information Bureau 
NETWORK TELEVISION 


‘What You Should Know About) WE SELL ADVERTISING 
Kosher’ Published by Jacobs FOR ALERT PUBLISHERS 
“What You Should Know About! oy West where 
Kosher” is the title of a new pub- 
lication offered to manufacturers 
October, October, % Jan.-Oct. Jon.-Oct. % j|and their agencies, who are con- 
1956 1955 Change 1956 1955 Change | cerned with the national market — 
$ 6,812,183 $ 5,876,756 +15.9 $ 63,306,036 $ 38,595,620 +64.0| for kosher products. j= oa 
20,468,769 16,590,891 +23.4 183,280,533 155,065,646 +18.2| The booklet, published by Joseph | solving publishers 
— 3,102,708 ——)|Jacobs Organization Inc., 342) | problems of ad 
18,267,063 15,418,704 +17.0 152,744,029 131,884,639 +15.8 Madison Ave., New York, covers | sales and service. 
$45,548,015 $38,086,351 +19.6 $399,330,598 $328,448,613 +21.5 the “do’s” and “don’ts” executives | '1-state coverage 
| should follow in seeking rabbinical | from two offices. 
NETWORK TELEVISION TOTALS TO DATE | certification for their edaian | 
Total 


more manpower is 


ABC cBs NBC 
we SS $ 6,382,046 $ 17,820,455 $ 14,695,116 $ 38,897,617 Pulse Moves New York Office | 
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5,638,376 18,399,872 14,889,920" 38,928,168" | Imprinting—our specialty! 
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Mail sample for Quotation or Phone us to Call 


"IMPRINTING, Inc. 3205 


20 South Sangamon St. CHICAGO 7 


program “to foster better and more |7 


scientific methods of sales manage- 


ment among furniture manufac- |} 


turers.” 

The guide reports that more than 
half the 1955 total of $1,545,339,000 
in sales of household furniture was 
concentrated in eight states: New 
York, California, Pennsylvania, Il- 
linois, Ohio, Texas, Michigan and 
New Jersey. The total was split 
84% for furniture stores and 16% 
for department stores, according to 
the new statistics. 


Cohen Succeeds Steinberg 
in Warner Bros. Post 

Charles Cohen has resigned as 
eastern publicity and advertising 
director for Allied Artists to be- 
come home office publicity mana- 
ger of Warner Bros., New York. He 
replaces Charles S. Steinberg, who | 
left Warner to join CBS Radio as | 
director of audience promotion, a 
new post. Mr. Steinberg also will 
take over duties formerly handled | 
by George Crandall, who has re-| 
signed as director of press infor- 
mation. 


Harvard Bulletin Appoints 

Birge Kinne, of American Alum- | 
ni Magazines, New York, has been 
appointed New York advertising 
representative for the Harvard 
Business School Bulletin. 


...And TELEGRAM & GAZETTE 
Circulation is at an All Time High 
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Female Form Divine Sells Harder Than Ever 


FOR ANYTHING BUT 


TING MULLS 


voTe 


PEOPLE BARE 


ene 
vom ALAMAC 
(AL SPUN 
Tr 


your 
sinartest 


move... 


proli with 


ball pen 


HACKENSACK 


LIFE. 


The nine products promoted in the pictures on this page—Advertising Age’s annual 
cheesecake review—are typical of a horde of others to whose sales the partly draped 
female form contributed in 1956. Actually, only eight products appear with the models— 
unless the man silhouetted in the Hartog ad can be said to be demonstrating a shirt. 
The others range from dog food to furniture and from picnicking apparatus to space- 
flight equipment. And speaking of space-flight equipment, the model who appears with 


TT 


it became a legend in 1956—Jayne Mansfield, magazine cover girl, movie actress, tv 
guest star, and salesgirl extraordinary. As shown here, she appears to be selling space 
equipment but is really selling American Enka Corp.’s Jetspun, as manufactured by 
Midland Textiles, New York. Yet despite the outstanding record she compiled as a 
product promoter in the past year, the product she promoted most and best was a brash 


item called Jayne Mansfield. 
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Business Paper Success Story ... 


Bolder Ad Copy, Heads Boost Sales 
of Hanovia Ultraviolet Apparatus 


Newark, N. J., Jan. 2—A new 
and striking approach in its ad- 
vertising of ultraviolet equipment 
brought Hanovia Chemical & Mfg. 
Co., an Engelhard Industries sub- 
sidiary, a sharp increase in in- 
quiries and resulting sales begin- 
ning early in 1956. 

The company, which celebrated 
its 50th birthday last year, is a pi- 
oneer in the production of ultra- 
violet lamps and similar equip- 
ment. Until ten years or so ago, 
most such apparatus was sold in 
the medical and hospital fields. 
These still constitute the compa- 
ny’s principal market, although 
the development of the use of ul- 
traviolet for germicidal use and in 
chemistry has added substantial 
volume in these lines. 

The conservative approach char- 
acteristic of medical advertising 
undoubtedly had a strong influ- 
ence on the company’s advertising 
over the years, said George 
Briechle, advertising director for 
the past year. The advertising was 
relatively successful and played a 
part in keeping the company’s 
business growing. But compared 
with the kind of advertising used 
by other manufacturers, however, 
its stiff dignity had little punch. 
It didn’t seem to attract enough 
attention from the doctors and hos- 
pitals—or from companies in other 
lines where ultraviolet equipment 
could be used. 


s “We discussed this with Cayton 
Inc., our agency, which has han- 
dled our advertising for the past 
four years, trying to decide wheth- 
er it would be a good idea to make 
the approach more vigorous,” Mr. 
Briechle told AA. “What we want- 
ed—and finally decided we would 
try to get—was penetration into 
real readership in all of the fields 
where the company’s equipment is 
marketed, with special emphasis 
on the hospital and medical fields. 
We wanted to keep the copy in- 
formative and educational, of 
course, as it always has been; but 
we wanted it to hit harder and get 
more action.” 

Beginning in February, 1956, ad 
sizes were stepped up from frac- 


r 
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if you're looking for fast 
Direct National Distribution 


Berney Kingston Merchandising Director 
Don't be feeled by the “outlet map™ on 
your wall! It's one thing to put your 
in stores—it's quite another te 


move 
produet or service lends itself 
te personal selling—whether in home, 
ofice, store, institution, service station, 
ote. —it will pay you te imvestigate the 
ing $9% billien DIRECT SELLING 


tions to b&w pages. Previously 
small ads, each devoted to one 
type of product, had been the rule. 
Now it was decided to feature a 
wider variety of models. The de- 
vice used was to show at the top 
of the page the outline of a doc- 
tor’s bag divided into four sections, 
each featuring a different item. 
This type of copy was used in 
all of the medical and related jour- 
nals, the outline of the bag becom- 
ing a sort of mark of Hanovia’s 
advertising. Striking headlines in 
big black type were used to catch 
the reader’s eye. “Ultraviolet ther- 
apy speeds convalescence!” and 
“Ultraviolet therapy proving of 
high clinical value in treatment of 
pregnant and nursing mothers” 
were typical. 


® Featured in all of the copy un- 
der a “Yours on request” subhead 
was the offer of a “valuable au- 
thoritative treatise” describing the 
use of ultraviolet in the various 
types of treatment. 

The copy emphasized that an in- 
quiry would involve no obligation 
and that the treatise would be sent 
free of charge. Inquiries flooded 
in. 

“The really surprising way in 
which inquiries began to roll in, 
and have continued to do so, indi- 
cated that even in the conservative 
readership of the medical and hos- 


TECHNICAL SELL—This ad for Hano- 
via equipment was used in Analyt- 


ical Chemistry, Chemical Engi- 

neering Progress and Industrial 

Laboratories. Cayton Inc., New 

York, is the Newark company’s 
agency. 


titioner), Hospital Progress, Hos- 
pital Topics, Journal of the AMA, 
Journal of Pediatrics, Medical 
Economics, Medical Times, Modern 
Hospital, New York State Journal 
of Medicine, Physical Therapy Re- 
view and Surgical Business. 

In the germicidal field, media 
are American Journal of Public 


ology 


In the chemical field, Analytical | trial 


News, Chemical Processing, Indus- 
Laboratories, Journal of 


Chemistry, Chemical Engineering | Chemical Education, and Review 
Progress, Chemical & Engineering | of Scientific Instruments are used. 


Health, Applied Microbiology, 
Brewers Digest, Brewers Digest 
Buyers Guide, Bulletin for Medical | 
Research and Journal of Bacteri- 


America’s Oldest Outdoor Company 


ET 
ATTRACTS THE 
MOST BUYERS! 


Newest Outdoor Illumination 


Progress always bas been a watchword at the century-old John Donnelly 
& Sons company, operators of a group of the East Coast's 


most modern plants. 


It is only natural therefore that Donnelly im been converting completely 
to the new Columbia Electric SLIMLINE OUTDOOR LUMINAIRE. 


On hundreds of installations over a 12-months period, Donnelly reports 


savings of more than 50% .. 


of illumination. 


Follow the leaders . 


& MANUFACTURING Co. 


. with a consistently higher level 


. Write or wire today for illustrated brochure 
and price lists. 


ELECTRIC 


MANUIACTURING DIVISION 


Ben 2180 SPOKANE, WASHINGTON 4.9971 


DESIGNERS, ENGINEERS AND MANUFACTURERS OF QUALITY LIGHTING 


pital papers our emphatic ap- 
proach was noted and liked,” said 
William D’Arcy Cayton, head of 
the agency and Hanovia account 


STIMULATE 
LEARNING 
ACTINIC 


ULTRA-HEAVY—Use of ultra-heavy | 
headlines helped build sales of| 
Hanovia Chemical & Mfg. Co.'s) 
ultraviolet apparatus. This page 
appeared in the Journal of Chemi-| 

cal Education. 


executive. “Direct response in- 
creased by 400% to 500%, running 
far ahead of any previous adver- | 
tising in the volume of inquiries. 
Sales have shown a corresponding 
increase.” 

A similar change to more force- 
ful copy used in the germicidal 
and chemical advertising was car- 
ried out at the same time and pro- | 
duced similar results. 


8 The over-all result of the switch 
to bolder advertising has been 


FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
threugh modern direct selling—in ALL 
counties of the 48 states and in the prev- 
imees of Canada. 

Let us analyse your preduct er service 
witheut ebligation on your part. If yeur 
preduct has petential in our field, we sub- 
on 34-year sales-tested plan for considera- 
tien; sample plan starts 50 new companies 
every month . . . many of which now do 
from $250,000 to more than $124 million 
annually. 

Send factual data to our Merchandising 
Director, Barney Kingston, Dept. A-208, 
Saleaman’s OPPORTUNITY Magazine, 850 
Nerth Dearborn Street, Chicago 10, Il. 


|more direct returns than Hanovia 
|ever before experienced, and a 
sharp increase in sales in all fields 
where the company sells its ultra- 
violet equipment. 

The papers used in the medical | 
and related fields include Archives | 
of Physical Medicine and Rehabili- | 
tation, AMA Archives of Derma- | 
tology, American Journal of 
Obstetrics & Gynecology, ASTA 
Journal, Canadian Medical Associ- 
‘ation Journal, GP (General Prac- 


FIFTY MILLION 
COMFORTABLY SEATED VIEWERS PER WEEK 
FOR YOUR FILM COMMERCIALS 


Cc; 8,126 
TOWN? 
Movie 

Coast TO CO 


Regional if Desire? 


er? 


For About $5.00 per Thousand Viewers You Get... 
. AMERICA’S BIGGEST CAPTIVE AUDIENCE 


TIME—7 P.M. to 10 P.M. 


AUDIENCE—a captive audience comfortably seated with eyes glued to 
the screen. 


COMPETITION—none—only four or less non-competitive advertisers. 


LOCATION—the big, wide screen of first run theaters, showing first run 
pictures. 


You can use your TV film commercials, if produced in 35 mm, but we recom- 
mend tailor-made EASTMAN COLOR film commercials. 


For more information contact: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. MI , A New Orleans, La. 


70 East 45th St. 
New York, N. Y. 


193 Walton St., N. W. 
Atlanta, Ga. 


ANO MORE MANUFACTURERS REPORT | 
hon | 
| 
shotochemical equipment : 
adopts 
substantial production | 
| 
| 
COLUMBIA 
| 
PROCESSES 
| 
A 
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Gold Seal Finds Yule 
Stencils a Gold Mine 


(Continued from Page 2) 
on the problem. Several “brain- 
storming” sessions were held, and 
the team came up with Glass Wax 
Christmas stencils, a package of 
23 holiday cutout designs. 

Glass Wax is applied with a 
cellulose sponge to a window or 
other glass surface over the sten- 
cil, leaving a lacy white design 
on the glass. 

To this day, no one—at either 
Campbell-Mithun or Gold Seal— 
can remember who should get the 
credit for the stencil idea. (Mr. 
Schafer is still trying to find the 
hero to give him a special thanks.) 

Then the problem arose: Should 
the stencils be given to purchasers 
of Glass Wax? Or should there be 
a small charge? 

The solution was to make the 
stencils a quality product and set 
a price for them. The company 
decided to sell a package gf sten- 
cils for the same price as a pint of 
Glass Wax—59¢—and sell them 
either with Glass Wax ‘or sepa- 
rately, using the same distribu- 
tion channels for both. 

More than 100 papers were 
tested for resistance to chemicals 
and water, and a special paper 
was produced for the stencils. 


# Next, in the fall of °55, Gold 
Seal took its new product into 
four markets—Los Angeles, Cin- 
cinnati-Dayton-Columbus, Pitts- 
burgh and Minneapolis-St. Paul. 
Four weeks of tv advertising after 
Thanksgiving introduced the sten- 
cils in the test markets. Filmed 
commercials showing an _ eight- 
year-old girl applying a stencil 
design to a window were cut in 
locally in the “Perry Como Show” 
(NBC). Local tv spots in the test 
markets supplemented the network 
commercials. 

Results of the test delighted 
Gold Seal and Campbell-Mithun. 

Total Gold Seal sales in the test 
markets in December, 1955, in-| 
creased 116%, contributing to al 
12.5% national increase in sales) 
that month. 

Market Basket Stores, Los An-| 
geles, reported a 549% increase in 
sales of pints of Glass Wax over 
the corresponding 1954 period. | 
Alpha Beta Food Markets Inc., La} 
Habra, Cal., reported a 613% in-| 
crease during the test. A survey 
by Facts Consolidated of Los An-| 
geles County housewives showed 
60.5% of those buying the stencils 
bought Glass Wax at the same 
time, and that 29.9% of these) 


women were buying Glass Wax > 


for the first time. 

Using the results of the 1955| 
test, Gold Seal began working on| 
the Christmas, 1956 promotion. 
Sales estimates were projected, 
for nationwide 
slightly more than 4,000,000 pack- 
ages of Glass 
stencils were manufactured. 
e A new store display, a 5x3’| 
transparent acetate window with 
stencil designs on it, was made. 
The 10,000 of these displays con- 
stituted one of the largest orders 
ever placed for such an item, Gold 
Seal says. Dealers who bought at 
least 12 doz. pints of Glass Wax) 
and packages of stencils could ob- 
tain the display. In addition, a 
counter display was packaged in 
each case (36 packages) of sten- 
cils. 

In January, 1956, regional sales 
managers started calling on top 
accounts to tell the story of Glass 
Wax Christmas stencils. In July,! 
the stencils were distributed at a! 
national sales meeting. First ship- 
ments were made in mid-October. | 

Heavy tv promotion immediately 
was launched. With only a minor 
change, the same filmed commer- 


|\7 


distribution and) 3 


cial used in 1955 test markets was 
used again on the “Perry Como 
Show” during a six-week period 
starting in November. 

The strategy, Ray Mithun, pres- 
ident of Campbell-Mithun, ex- 
plained, was to appeal to the 
family audience through this 
show, supplementing this with ap- 
peals to a children’s audience. 
“Mickey Mouse Club” (ABC-TV) 
was picked as an ideal medium, 
but the desired time was under 
contract to General Mills. Camp- 
bell-Mithun suggested to General 
Mills and its agency, Knox Reeves 
Advertising, that since it was not a 
peak marketing season for its prod- 
ucts, mutually beneficial arrange- 
ments might be worked out to 
permit use of the show by Gold 
Seal during its promotion. And 
Gold Seal was able to obtain the 
time for six commercials a week, 
starting Nov. 28. 

These commercials were sup- 
plemented by tv spots in New 
York, Chicago, Los Angeles, Phil- 
adelphia and Detroit for six weeks 


or more, starting in November. 


QUICK... .EASY 


tg 


FUN 


“Me 


WINDOW WONDERLAND—Record sales of Glass Wax and Glass Wax 
Christmas stencils were aided by this display, available to retail- 
ers. Here, Gordon Phelps (left), asistant manager of the Red Owl 
Store in Crystal Shopping Center, north of Minneapolis, and Ray 
O. Mithun, president of Campbell-Mithun, check to see if it is 

filled for the weekend shopping rush. 


cases (36 packages each) in four 
days. 

A Milwaukee variety-depart- 
ment chain store put up its dis- 


|through Dec. 21 were up an esti- 
|mated 29.7%. Tom Kleppe, vp and 
|treasurer of Gold Seal, told AA 
|/he would assume that a normal 


'play Dec. 14 and by noon Dec. 19| increase in sales would be between 
os Smashing results were reported | had sold 46 cases. The store re- 5% and 10%, and he attributes 
by dealers throughout the country | ported it had 27 customers in line | anything over to the new stencil 


soon after the promotion began. | 

Within half an hour after the| 
first “Mickey Mouse Club” tele-| 
cast for Glass Wax Christmas | 
stencils, one Chicago grocer re- 
ported 35 children brought mom! 
or dad into his store to buy. | 

In a Philadelphia store, 144) 
units of Glass Wax and the same} 


number of packages of stencils|\commercial on the “Perry Como) 
\Show” to explain that his com- 
|pany 


were sold from the stencil display 
two hours after it was put up. 

To test the product, the man- 
ager of a San Francisco grocery 
chain displayed the Glass Wax 
and stencils in the drug depart- 
ment and reported he sold four 


to buy the last 15 packages. 

A national department store 
and mail order chain planned to 
run an ad for the stencils Dec. 15, 
but canceled it because the sten- 
cils were sold out. 

Re-orders poured in to Gold 
Seal, and on Dec. 15, Mr. Schafer 
appeared in a _ specially filmed 


was sold out of Christmas 
stencils. He suggested perhaps 
listeners who had them could lend 
theirs to their neighbors. 

Mr. Schafer reports that sales 


,of all his company’s products 


Nielsen Radio 
Two Weeks Ending Nov. 24, 1956 


Copyright by A. 


C. Nielsen Co. 


Nielsen Total Audiencet 


Current 


Rank Pr 


ogrom 
| EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


People Are Funny (Participating, NBC) 


2 Dragnet (Chesterfield, NBC) 


Henry J. Taylor (General Motors, NBC) 


News from NBC (Brown & Williamson, 
Telephone Hour (Bell Telephone, NBC) 


5 


Wed., 8:55 p.m., NBC) 


True Detective Mysteries (Participating, MBS) 


Mitch Miller (Pontiac, CBS) 


10 =News (Texaco, Sat., 7 p.m., ABC) 


Gunsmoke (Liggett & Myers, Sun., CBS) 
Great Gildersleeve (Participating, NBC) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


1 Lowell Thomas (Delco Batteries, CBS) 
2 


News of the World (Miles Labs., NBC) 
Amos ‘n’ Andy Music Hall (Brown & Williamson, CBS) 


Wax Christmas| WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
| Young Dr. Malone (Mentholatum, second half, Wed., second week, CBS) .. 


Helen Trent (Carter, first half, Mon. & Wed., CBS) ‘ 
Young Dr. Malone (Mentholatum, first half, Mon., second week, CBS) 


Strike It Rich (Dromedary, second half, 
Arthur Godfrey (Internat’l Minerals & Chemicals, Thurs., second week, CBS) 
Young Dr. Malone (Toni, first half, Wed. & Fri., CBS) 

Our Gal Sunday (Standard Brands, second half, Mon., Tves., Thurs., CBS) 


Fri., first week, CBS) .. 

1,762 
1714 
1,714 


Our Gal Sunday (Menth iatum, second half, Fri., second week, (8S) 
Helen Trent (Toni, first half, Tues. & Thurs., CBS) 


Our Gal Sunday (Colgate, first half, 


CBS) 


, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


Woolworth Hour (F. W. Woolworth Co. 


, CBS) 


Robert Trout-News (Chevrolet, 10, CBS) 
Robert Trout-News (Chevrolet, 12, CBS) 


SATURDAY (AVERAGE FOR ALL PROGRAMS) 


Notre Dame Football Games (Several 
Gunsmoke (Liggett & Myers, CBS) 
Robert Q. Lewis (Lewis Howe, CBS) 


| * Number of homes reached is based on 47,615,000, the estimated 


total U.S. radio homes. 


ing one minute or more are included. 


t Homes reached during all or any part of the program, except fc: 


sponsors, NBC) ............ 


eptember, 1956, 


homes listening 


| product. 


In addition to record sales and 
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profits, Mr. Schafer attributes the 
following results to the promo- 
tion: 

1. Smashing sales of a profit- 
able new product. 

2. New consumers introduced to 
Glass Wax. 

3. Follow-up sales were stimu- 
lated—there was a_ tremendous 
increase in Glass Wax business 
throughout 1956 in 1955’s test 
markets. 

4. The company’s trademark 
became widely known among chil- 
dren and young people. 

5. Store activity was promoted. 


\s Other gains reported by Gold 
Seal include: On sales of Glass 
Wax alone, figures through No- 
vember, 1956, show a 22.9% in- 
crease from 1955 through No- 
vember, ’56. Sales of Glass Wax 
in November this year were 
119.7% above Glass Wax sales in 
November, 1955. For the first two 
weeks in December, sales of Glass 
Wax are 100% ahead of Glass 
Wax sales in the first two weeks 
of December, 1955. 

Gold Seal’s total sales in No- 
vember, 1956, were up 178% from 
total sales in November, 1955— 
twice as large as for any previous 
month in the company’s history, 
indicating a large dollar volume 
realized from sales of stencils. 

Of course, Gold Seal will con- 
tinue production of the stencils 
in 1957, with greatly expanded 
{production of new designs. To a 
question about the possibility of 


| Nielsen Network TV Ratings 
Two Weeks Ending Nov. 24, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


| 


TOTAL HOMES REACHED 


Program 


GE Theater (General Electric, CBS) 
Jack Benny (Lucky Strike, CBS) 
$64,000 Question (Revion, CBS) 
Chevy Show (Chevrolet, NBC) 


UA 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 

Producer’s Showcase (RCA, Buick, John Hancock, NBC) 

| Love Lucy (Procter & Gamble, General Foods, CBS ) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 


Perry Como Show (Several sponsors, NBC) 
Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) 


PROGRAM POPULARITY+ 


Program 


Jock Benny (Lucky Strike, CBS) 
Chevy Show (Chevrolet, NBC) 


$64,000 Question (Revion, CBS) 


UA WN — 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 

Producers’ Showcase (RCA, Buick, John Hancock, NBC) 

| Love Lucy (Procter & Gamble, General Foods, CBS) 

Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
GE Theater (General Electric, CBS) . 


Perry Como Show (Several sponsors, NBC) 


Nielsen Average Audience** 


Program 


Jack Benny (Lucky Strike, CBS) 
GE Theater (General Electric, CBS) 
$64,000 Question (Revlon, CBS) 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 


Producers’ Showcase (RCA, Buick, John Hancock, NBC) 

Disneyland (American Motors, American Dairy, Derby Foods, ABC) ...... 
The Lineup (Brown & Williamson, Procter & Gamble, CBS) 

Perry Como (Several sponsors, NBC) . 

ve Got A Secret (Winston cigarets, CBS) 


PROGRAM POPULARITY+ 


Program 


GE Theater (General Electric, CBS) 
Jack Benny (Lucky Strike, CBS) 

Producers’ Showcase (RCA, Buick, 
$64,000 Question (Revion, CBS) . 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 


John Hancock, NBC) 


Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
The Lineup (Brown & Willamson, Procter & Gamble, CBS) 
Perry Como Show (Several Sponsors, NBC) 

I've Got A Secret (Winston cigarets, CBS) 


| * Homes reached by all or any part of program, except for homes viewing only one to 


five minutes. 


** Homes reached during average minute of the program. 
only one to five minutes. For a program of less than 10-minute durction, homes listen- + Percented ratings are based on tv homes within reach of station facilities and by 


each program. 


q 
J 
- | 
he 
| 
Homes 
Rank (000) 
16,739 
15,155 
Homes 
Homes* | (%) 
(524) 
turday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) 38.1 
(762) | Rank | (000) 
| 13,233 
1,905 | 13,120 
1857 12,290 
4 11,951 
: 5 11,762 
7 
9 1/667 | Homes 
(381) 40.9 
DAY, (762) ; 
1 
2 


STENCIL IN ACTION—Harold Schafer, 

president of Gold Seal Co., tests | 

one of the stencil designs con- 

tained in the Glass Wax Christ- 
mas stencil package. 


stencil promotions at times other 


than Christmas, the company re-| 
plied it is too early to talk about | 


such plans yet. 


s Gold Seal, which is very quiet 


about dollar volume, also makes 
Snowy, a powdered bleach, and 
Wood Cream, a furniture polish. 
Glass Wax, the leader, first came 
into its own when, shortly after 
World War II, the company and 
Campbell-Mithun revamped the 
merchandising program. 

Mr. Schafer, who has no adver- 
tising manager, works with Camp- 
bell-Mithun on ad plans among 
his other activities. Carl Dinesen 
is sales manager, and Carl Krein- 
er is assistant to the president. 

Early in 1954, the company 
moved into tv exclusively as an 
ad medium, and it currently bills 


in excess of $2,000,000 annually. | 


Reorganizes Ad Department 
to Aid Daily Needs 

Henry G. Riegner, formerly as- 
sistant advertising manager, has 
been appointed assistant general 
advertising manager of Trans 
World Airlines, New York, suc- 
ceeding C. R. Cole, who has been 
named manager of budgets and ad- 
ministration. John M. Keavey, ad- 
vertising media manager, has been 


|New York, watch band manufac- 
| turer. Mr. Rosen was formerly ad- 
vertising manager. 


Denver Paper Promotes 

B. W. Lewis, formerly advertis- 
ing director of the Rocky Moun- 
tain News, Denver, has been 
named business manager. He suc- 
ceeds H. W. Hailey, who is leaving 
on an extended leave of absence 
because of ill health. Grosse Smith, 
formerly retail advertising man- 
ager, has been named advertising 
director. Mr. Smith has been suc- 
ceeded by James Pierson, formerly 
assistant retail advertising manag- 
er. 


Rosen Upped by Flex-Let 

Sy Rosen has been elected vp in 
charge of advertising and mer- 
chandising of the Flex-Let Corp., 


Sicari Joins United PR 
Joseph L. Sicari, formerly with 
Asher B. Etkes Associates, has 
os United Public Relations Inc., 
New York, as an account supervis- 
| or and member of the plans board. 


Represented nationally by George A. McDevitt Co., Inc., New York * Chicago + Philadelphia + Detroit + Pittsburgh 


named director of domestic adver-| 


tising. 

B. W. VanDel, formerly export 
advertising manager, has been 
promoted to director of interna- 
tional advertising. C. A. Finkbein- 
er has been named director of 
promotional advertising. He was 
previously advertising production 
manager. Al Huber, formerly of 
the executive department, has been 
named assistant director of domes- 
tic advertising. F. L. McElfresh has 
been appointed assistant director 
of international advertising. Pur- 
pose of the reorganization, accord- 
ing to J. C. DeLong, general ad- 
vertising manager, will be to place 
increased emphasis on the require- 
ments of the sales department and 
the daily advertising needs of 
TWA’s offices throughout the 
world. 


Strauss Named Ogilvy VP 
Charles Strauss, an account su- 
pervisor with Ogilvy, Benson & 
Mather, New York, has been ap- 
pointed a vp of the agency. 


FAST! 


KLEEN-STIK displays go up fast and easy. 
No give, woter, tape — 
poper and press onto smooth, dry surface. 


just pee! backing 


Is Your POP. for the birds? 


Let MLEEN-STih* 


feather your sales nest with 


high-flying, high-selling displays! 


Sing your selling song with moistureless, self-sticking 
KLEEN-STIK—and watch sales wing your way. You'll see why 
KLEEN-STIK P.O.P. displays will sell your product better! 


So neat... so convenient. . 


. they're preferred by dealers and 


salesmen—win more and better locations .. . attract more 


attention to sell more goods. 


LONG-LASTING! 


KLEEN-STIK won't curl or “pop off” — 
sticks tight, stoys put until purposely re- 


moved 


COLORFUL! 


Print by any co i U in 
any number of colors. For extra eye impact, 
there are Fluorescent and Metallic Acetate 
KLEEN-STIK stocks. 


ANY SIZE! 


From mammoth to midget size, KLEEN- 
STIK mokes any advertising piece a com- 
plete self-contained display. 


— 
RESISTS MOISTURE! 
KLEEN-STIK is designed S stick in most 


any climatic condi ed, re- 


gardiess of temperature or 


WE DO NO PRINTING—but versatile KLEEN-STIK is available in a number 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 
Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast elivery 
WAbash 2-8655. 


SOLID KLEEN-STIK 
ADHESIVE 


| 
| KLEEN-STIK Products, Inc. 


7300 WEST WILSON AVENUE + 


Pioneers in Pressure-Sensitives for Advertising and Labeling 


=/¢ 


FACE-STIK 


CHICAGO 31, ILLINOIS 


Month” Club — write on your letterhead today! 


| of dramatic forms through your regular printer, lithographer, or screen printer. 


To receive outstanding samples of successful — 
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STRIPS & SPOTS DISPLAYS PACKAGE LABELS 
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Houston Post 


POINTS IN THE EISENHOW | ER DECISION. SEC SEC 4. PAGE 11 


DRUMMOND CONSIDERS SOME 


Lol 


Nation W arned| 


Of ‘Reonomic 


— 


wien 


THIS morning scene is repeated in 44% of the homes 
in Houston’s City and Retail Trading Zone. The Hous- 
ton Post is the only morning newspaper. It reaches the 
women of Houston before they start their housework— 
before they go to shop. It’s the one daily newspaper 


Legislators 
ExSolon Lanning. 
Sen MeDonald Pail 


best suited to women’s newspaper reading habits. 
Women get more out of The Post — so do Post adver- 
tisers. Get the new facts on Houston where the trend to 
The Post grows and grows. See your Houston Post sales- 
man, or your Moloney, Regan & Schmitt representative. 


is 
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Put Benefit in Headline: Woolf 


It's Still ‘Message’ Vs. Fun on TV 


Bedell Suggests a Re-Make 
Believability First, C.M. Says 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


On the Merchandising Front... 


THE. NATIONAL NEWSPAPER OF MARKETING 


Statistics Pop Up Again 


By E. B. Weiss 


Over the last several years, I have 
written no less than a half dozen of these 
columns on our business statistics. My at- 
titude: I think they are pretty gosh-awrful. 

Recently, Chain Store Age, in a brilliant 
analysis, pointed out 
that the Census Bureau 
“... shows only 2,553 
stores in Table 1l—a 
shortage of 429 stores! 
...of the 7,948 multi- 
unit drug stores ac- 
counted for in the 
directory, 1,635 were 
non-existent so far as 
the 1954 Census is 
concerned.” Sums up 
Chain Store Age: “The latest retail census 
for 1954 reports chain drug store sales of 
$1,412,137,000. But Chain Store Age cal- 
culates for 1954 chain drug store sales 
of $1,769,338,000. Why the discrepancy of 
$357,201,000?” 

A bit more recently, representatives of 
business, labor, agriculture and research 
groups formed a coordinated body with 
the objective of persuading Congress to 
expand and improve government statisti- 
cal services. It is to be called the Federal 
Statistical Users Conference. Included 
are some of the leading labor unions, 
some of our giant corporations, etc. It 
will seek to obtain more funds for busi- 
ness statistics, and will also press for 
improved procedures by the various gov- 
ernment bureaus involved in the gather- 
ing, compilation and interpretation of sta- 
tistics. 


E. B. Weiss 


= However, I have noted in the past 
that politics and business statistics can- 
not be divorced. In this connection, I 


Tips for the Production Man... 


A New System of 


have been fascinated—if not overly im- 
pressed—when I have seen labor econo- 
mists present one economic picture and 
business economists present quite the re- 
verse economic picture, both using essen- 
tially the same statistics. And I have 
watched the constant tug of war that goes 
on in the compilation of our so-called 
Cost-of-Living Index (which is a pretty 
misleading guide to the cost of living of 
the majority of our people), in its use by 
labor, by industry, by the government. 

Consequently, I was not astonished to 
learn that labor and industry were ap- 
parently quite wary of each other, with 
respect to policy-making for the Federal 
Statistical Users Conference. The end re- 
sult were bylaws that provide as many 
loopholes to achieve the individual aims 
of each of the various groups, as appear 
in the Charter of the United Nations. 

For example, each group has apparent- 
ly been given a veto power over any 
action by the conference involving a gov- 
ernment statistical program. Decisions of 
the board of the conference are to be by 
majority vote—but a majority of any one 
group (labor, industry, etc.) can overrule 
the board’s ruling. This would appear to 
mean that, if labor, or industry, or ag- 
riculture objected to a specific program 
involving a specific group of statistics, 
why—that would be as effective a veto 
as a veto by Russia in the Security Coun- 
cil. 


# I suspect that, over the long term, 
this new body will be more aptly called 
the Federal Statistical Misusers Confer- 
erence. Its major achievement, I am 
afraid, will be to prove once more that 
there is no more effective way to lie— 
than with statistics. 
Or to mislead! 


Photo-Composition 


for Display Types 


By Kenneth B. Butier 

Numerous typographers are now 
equipping themselves to produce display 
composition by the photographic method, 
using the new Protype system pioneered 
by Mergenthaler Linotype Co. Thus the 
company which first offered successful 
line-casting of type now adds to the fa- 
cilities whereby a wide range of both old 
and new letter forms may be prepared 
for reproduction. 

While the system is able to produce 
sizes down to six point, it is our belief 
that the method is particularly suited, 
costwise, to display composition. The sys- 
tem has the advantage that point sizes 
in between the standard ones may be 
chosen to help in making the headline fit 
the space. If, for example, 30 point is 
too large and 24 point is too small, the 


Examples of 
PROtfype 
Screened 


Enlargements 


process is capable of producing type to 


a given width and thus the size may 
turn out to be, for example, 28 point. 


® Protype, like most of the other meth- 
ods of phototype or pasteup type, will be 
most valuable for offset reproduction. 
The range of type faces available, plus 
the choice of size feature, may develop a 
market for display heads made by en- 
gravers from contact print copy, instead 
of composition from “hot type” or found- 
ry type. 

Maximum sizes of the fonts are, pres- 
ently, 90 point. 

Protype’s showing of type faces in- 
cludes several hundred type designs, the 
old classics in addition to some of the 
new letter forms. Protype does not run 
so heavily to art-drawn letters as do 
some of the pasteup fonts, but this de- 
ficiency doubtless will be corrected later. 
Considering the newness of the process, 
Mergenthaler certainly offers a wide va- 
riety for an opener. 

Protype is photographed from Pro- 
fonts. These are film negatives contain- 
ing a complete alphabet of upper and 
lower case, numerals and punctuation. A 
few styles, we learn, contain no lower 
case. These fonts reproduce clear, sharp 


images. 

Sizes, as suggested previously, are not 
restricted. Any desired size may be ob- 
tained. Type may be specified as to line 
length, letting size come as will; or letter 


height may be specified, letting line 
length come as will. Finally, both letter 
size and line length may be specified, 
with letterspacing if required. Reverse 
plate also is obtainable. 

* 

One of the truly ingenious possibilities 
in Protype composition is the wide range 
of screened, benday, or textured effects 
which are possible with this photograph- 
ic process. They offer a specimen sheet 
showing some 36 different screens. 

Since there is a present tendency to- 
ward shading of larger sizes of display 
type to secure impact with a softening 
effect, this feature of Protype alone 
should widen the possibilities for its use. 

The use of these screens is practical 
only, of course, on type of the larger 
sizes, such as 48 point and upward. 

To determine which shops in your lo- 
cality are equipped to produce Protype 
composition, we suggest you write to 
Mergenthaler Linotype Co., 29 Ryerson 
St., Brooklyn 5, N. Y., for this informa- 
tion. 


Looking at Radio and Television . . . 


The Tug of War Continues 


By The Eye and Ear Man 

Every once in a while a controversy 
rages between the producers of a pro- 
gram, the advertiser who sponsors it, and 
the agency which supervises it. The issue 
is the age-old controversy of the creative 
genius with a message for the people vs. 
the advertiser who cannot afford con- 
troversial material to be telecast in his 
name. In most cases there is justice on 
both sides. 

There has been a lot of name calling 
in the press recently over whether a pro- 
ducer of a dramatic series could or could 
not do a show on the Poznan trials, using 
authentic material. Apparently the pro- 
ducer felt a burning need to tell the 
message to the world, and the advertiser 
felt it wasn’t good dramatic material. 


s It is certainly true that the advertiser 
must exercise judgment in matters of 
this kind. If the material in question of- 
fends a single potential consumer, the 
advertiser is in an unfavorable sales po- 
sition. Too often producers of shows for- 
get that the sole function of the vehicle 
in question is to expose a maximum 
number of people to the commercial mes- 
sage. It is almost equally important that 
these people be in the proper frame of 
mind. 

Certainly no one would argue that 
controversial material or programs with 
a message should not be aired. The ques- 
tion is where and who pays for it? The 
theater has always been a sounding 
board for progressive ideas. But the at- 
tendance at the theater is voluntary and 
limited. 


When a national crisis occurs, the serv- 
ices of the television networks, sponsored 
and sustaining alike, are offered to the 
cause of national emergency in some de- 
gree or other. The problems arise in 
times when there is no clearly defined 
emergency. The question of public re- 
sponsibility is treated case by case. Many 
good causes such as the Advertising 
Council allocations, are treated in a reg- 
ular businesslike fashion. It is the drama 
containing a message that runs into 
trouble. 


® Assuming for a moment that a vital 
issue is proposed by the producer of a 
series, what should the attitude of an 
advertiser be? Perhaps the first step is to 
determine whether the drama is enter- 
taining as well as informative. In most 
cases this is not so. The poor guy who 
has been competing all day long, comes 
home to his household problems and 
wearily sinks into an easy chair and 
turns on television to escape from the 
woes of the world. Ratings clearly indi- 
eate that his strong preference is for 
entertainment that makes him laugh or 
escape from the cruel environment of 
modern civilization. Therefore, no matter 
how good the story with a message is, 
from a literary point of view, the ad- 
vertiser would be correct in turning 
down a script on the ground that it 
would not give him maximum circula- 
tion. 

It is probably also true that the news- 
papers and news broadcasts are better 
places for getting a message across than 
drama. Drama written for the sake of 
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propaganda is rarely top drama. The 
personal opinions of the writer often bog 
down in the mire of drama which should 
flow because of the motivations which 
arise from a given situation. It is not 
surprising, therefore, that not only is 
there a legitimate question about this 
type of drama as a mass entertainment 
vehicle, but there also is a serious ques- 
tion about the literary quality of these 
breast beaters. 

Unfortunately, the approval of scripts 
is based on opinion unsupported by facts. 
But someone must assume that responsi- 
bility. It is clearly the function of the 
agency acting on behalf of the advertiser 
to decide what is good and what is not 
good for his client. He also has the re- 
sponsibility for that decision. The crea- 
tive show producer rarely maintains ob- 
jectivity in this respect, and he never 
has the perspective of the advertiser. 
Though the prospect of clearing scripts 
for story content with an advertising 
agency may be unpleasant for the pro- 
ducer, it must be done. 

The agency, in its turn, must see that 
the administrators of this policy are 


Salesense in Advertising... 


trained in show business as well as in 
advertising practices. They should be 
diplomatic and not arbitrary. The fair- 
ness and effectiveness of their policies 
will depend on the people who enforce 
them. 

While wails come from the injured 
producers who sometimes talk freely to 
the press, the justice of the case general- 
ly rests with the quiet, behind-the- 
scenes administrators who are doing 
their job as they see it with the backing 
of the advertiser. Most of the complaints 
come from talent just one step removed 
from the off Broadway experimental 
theaters who are best described as “arty 
crafty.” 

In summation, in our capitalistic sys- 
tem, telecasting is used as a vehicle to 
move merchandise. The programs are 
supposed to entertain a mass audience. 
There is a place for disseminating 
news, but it is not on dramatic programs. 
The agency must fight to protect its 
prerogatives, but the agency must insure 
retaining that right by placing able and 
experienced senior men in positions of 
supervision. 


Promise the Benefit in the Headline 


By James D. Woolf 
Advertising Consultant 


The first task of the copywriter, as we 
all know, is to establish a contact between 
the reader and himself. Pictures, of 
course, are of enormous importance, but 
I can recall few truly first-rate advertise- 
ments that were not 
memorable, at least 
partly, for their first- 
rate headlines. The un- 
forgettable Red Cross 
advertisement of the 
first World Wer was 
unforgettable both for 
its heart-warming il- 
lustration and its epic 
headline, “The Great- 

James D. Woolf est Mother in the 
World.” 

Old-time ads that live on in our mem- 
ory are notable, in most instances, for 
their headlines: “Imagine Harry and Me 
Advertising Our Pears in Fortune.” “The 
Skin You Love to Touch.” “For the Third 
Time She Ordered Chicken Salad.” “The 
Penalty of Leadership.” “How to Win 
Friends and Influence People.” Most of 
the ads in Julian Watkins’ “100 Greatest” 
are remarkable for their headlines. 


® Roughly classified, there appear to be 
at least seven general types of headlines, 
as follows: 

1. The news type. Example: “Puss-’N 
Boots now contains EXTRA Vitamin B1 
(thiamin) .” 

2. Teaser or curiosity type. Example: 
“What do Billy’s blocks have to do with 
piano lessons?” 

3. The discriminative or selective type. 
Example: “To mothers of children under 
three.” 

4. The promised benefit type. Exam- 
ple: “NEW! Instant-Action Linco Deter- 
gent cuts cold grease fast!” 

5. The Do This or Command type. 
Example: “Mother . . . stop hurting your 
child with old-fashioned, harsh antisep- 
tics.” 

6. The brag-and-boast type. Example: 
“Finest beer served .. . ANYWHERE.” 

7. The negative or scare type. Exam- 
ple: “Do You Make These Mistakes in 
English?” 


® The headline I like best and use often- 


est is the promised benefit headline. I like 
it especially when it is also selective. I 
have no use whatever for the brag-and- 
boast type, and little more for the teaser. 

The advertisement that features an 
appealing consumer benefit in its head- 
line (and illustration, too, when possi- 
ble) may do an effective job even when 
the body type is not attended to by many 
readers. Thus the Linco Detergent head- 
line—plus the pictures in the ad—is like- 
ly to influence the reader favorably even 
if she merely skims through the small 
text, or doesn’t read it at all. 

In my opinion it is always a safe pro- 
cedure, depending on the product, to 
plot the advertisement on the assump- 
tion that only a small percentage of a 
publication’s readership will pay much 
attention to the fine print. When I say 
“depending on the product,” I am think- 
ing of low-interest merchandise of rela- 
tively small importance—things like Jell- 
O, coffee, beer, soft drinks, canned fruits 
and vegetables, catsup, tomato juice, 
frozen foods, candy, cigarets, cigars, 
neckties, nylons, ad infinitum. 


® I have just examined several current 
magazines and find an amazing number 
of headlines that are virtually meaning- 
less. I fail to see how any advertiser 
figures it’s smart to hide his promise of 
benefits in fine type under such head- 
lines as “You’d Never Guess It,” “Do 
You Know?”, “Mommy’s Little Helper,” 
and “Have You a Little Cut-Up in Your 
Home?” 

Most people, say the psychologists, are 
so mentally lazy that they think with 
difficulty and only in order to solve prob- 
lems and overcome obstacles. Hindrances 
to comprehension cause discomfort and 
discourage expenditure of effort to per- 
ceive and understand. Blind and teaser 
headlines, in my opinion, are hindrances 
of the first order. 


® Nothing I have said means that I am 
opposed to body copy, long or short, as 
the case may be. I simply say that you 
are playing it safer when the promised 
benefit emerges clearly via display type 
and pictures and penetrates quickly into 
the consciousness of the reader. The 
small type is a plus value—and often an 
important one—for the reader who wants 
additional information. 
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The Creative Man’s Corner... 
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gift of a telephone would be. 


Believability Comes First 


By the time this appears, Christmas will have brought its gush of “the gift 
he (or she) wants most” ads and have quietly departed, so that we can once 
more get down to some advertising that doesn’t quite so confidently presume 
it can read what we are thinking. (Come to think of it, if it could, most of it 
would either not be printable—or the advertiser wouldn’t consider it so.) 

Anyway, we’d like to give an accolade to the Bell Telephone System for 
some of the most readable and reasonable Christmas gift advertising we have 
seen in many a year. The two ads we reproduce here, each suggesting the gift 
of an extra telephone for Christmas, make their suggestions in such a way as, 
first, to admit that we may have had something else on our mind and, second, 
to illustrate to us in terms we can quickly understand just how sensible the 


On the other hand—and, we might say, at the other extreme—were such ads 
as the Sunbeam ad, modestly proclaiming the Sunbeam automatic frypan as 
“First on the Christmas ‘Want List.’ ’’ Do the Sunbeam people really expect 
us to believe that? Or are they simply trying to pat their own backs? 

There was also the Bolex ad—in which we are asked to believe that a four- 
year-old is sufficiently interested in photography to be able to identify the 
movie camera Mommie gave Daddy as a Bolex. 

One of these days, we confidently feel, advertisers will come to the conclu- 
sion that one of the qualities of an effective advertisement is believability. 
Their advertising should improve when they do. 


Contnotied Haat 


Employe Communications... 


Communications in the PR Orbit 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The recent annual pow-wow of the 
Public Relations Society of America in 
Vlilwaukee disclosed some healthy grow- 
ng pains. Some of the controversy was 
ruitless (such as “Is public relations 
truly a profession?”). Some of the dis- 
ission was stormy (““What shall be done 
bout the growing invasion of public re- 

tions by advertising agencies?”). Much 
as helpful and informative. 

Employe communication was a fringe 
ubject; speakers hit all around it, but 
nly rarely struck squarely upon it. Only 
ne panel—presided over by Stanley 
Baar, of Barber & Baar Associates—in- 
aded the employe communication field 
.ead on, with some thoughtful discussion 
by Roger P. Fox of Hill & Knowlton, 
ind by William S. Liming of Metropoli- 


tan Life. The program provided a bonus 
in the form of some straight-from-the- 
shoulder counsel to communications peo- 
ple by Lester R. Bittel, industrial man- 
agement editor, Factory Management & 
Maintenance. His “Tips on Writing for 
Factory” pamphlet, made available to his 
listeners, turned out to be good tips on 
writing for anybody. (For your copy, 
write Mr. Bittel at 330 W. 42nd St., New 
York 36.) 


= Clarence J. Dover, consultant in em- 
ploye communication for General Elec- 
tric, served as a sort of unintentional 
keynoter for the cause of communications 
with a talk on the evils of management 
silence. Although Mr. Dover received no 
special billing, copies of his talk were 
gobbled up so hastily in the press room 
that none remained within five minutes 
after the talk was over. If the program 
chairmen for PRSA’s 1957 shindig in 
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Philadelphia want a reflection of delegate 
interest in employe communication, let 
them make a mental note of this. 


® As public relations people move into 
employe communication, so are internal 
communications people moving into pub- 
lic relations. Thus the internal com- 
municators particularly found some rich 
substance in a panel talk by Stephen 
E. Korsen, press relations head in the 
public relations department of The Bor- 
den Co., New York. Mr. Korsen forth- 
rightly discussed the irritations between 
pr people on the one hand and the press 
on the other, and suggested sounder un- 
derstanding on both sides. Sample: 
“Some editors love to vent their spleen 
on pr/publicity people. They feel sure 
that such folks know less than nothing 
about journalism, about the needs of the 
newspaper or of the readers’ interests. 
And this, despite the fact that most pr 
men still demand that job applicants 
have a newspaper background.” 

And, just to keep things in balance, 


another Korsenism: “Many pr men who 
earned their journalistic spurs under the 
guidance of hard-bitten editors and who, 
in their newspaper days, learned to spot 
and deride the obvious pitch of the press 
agent and free-wheeling flack, do seem 
to have forgotten something about their 
newsday mentors. Why? Some become so 
conscious of management pressures that 
they lose their hard-earned news sense. 
They contrive publicity schemes and 
copy which, in their newspaper heyday, 
would have been greeted with howls of 
derision. They get to believe that by 
some secret alchemy, they can now write 
news copy better than any working news- 
man... I’ll wager that the news editor 
is just as brilliant, clever and demanding 
as he was in the days you worked for 
him: Your departure didn’t deprive him 
of his news sense, nor his ability to judge 
news copy.” 

To Philosopher Korsen, praise for his 
guidance to the novice in communica- 
tions, and for his reminder to the older 
hands in the craft. 


Looking at the Retail Ads 


Pattern the fasheon for tall 
and you get the 
exciting patterns on 
PLAID SUITS 
Pattern the fashion for tall 
2nd you get the most 
exciting patterns in 


By Clyde Bedell 


(Mr. Bedell is a consultant in 
creative advertising and advertis- 
ing training.) 


People who are expert at judging bulls, 
hot cakes, or martinis, are smart enough 
to base their judgments on more than a 
quick glance. 

But people who judge ads—and that 
includes merchants, buyers and many ad- 
vertising people, are apt to take a quick 
glance and say: “Good,” or “Bad.” I have 
been doing copy research and ad judging 
for many years, but I have never got to 
the point where I can tell whether an ap- 
parently good ad is good or not, by a 
glance. 

It is easy, sometimes, to tell that a very 
bad ad is bad at a glance, for if an ad 
isn’t communication, it is nothing. But 


YOU CAN DEPEND ON 


ads that have the immediate aspect of 
“goodness” are often weak. 

Which of these ads is better? Both look 
pretty good. They both offer and say the 
same thing. But in one ad you have to 
“work it out.” The other says its say 
directly and without fuzz. You can’t 
catch the weakness without investigation. 


® At the left is the ad the way it ran. 

Type inversion here makes it nec- 
essary for the eye—after reading the 
heavy type—to jump back to the top and 
start over again. Or—the best part of the 
headline never gets read. 

At the right, you begin at the top and 
read down. I have made no attempt to do 
other than use the type and words already 
used here. (If I were originating such an 
ad, I would want some benefit or proved 
headline ingredient to be in type as big as 


the largest part of the headline.) 

In the ad at the left, bottom, is type in- 
version again There is no economy of eye 
motion and thought when the eye wavers 
up and down to get the story in sequence. 
If you read the lower left copy, you begin 
to wonder if the big figure isn’t the sport 
coat illustration. The top illustration ap- 
parently accompanies the top copy. 

Then when you read to the very bottom 
left and find slacks, you begin to think 
perhaps the top illustration is sport coat 
and slacks, and the bottom coat is a suit 
illustration. 

It isn’t important which is which. 

It is important that when the very light 
breeze of interest starts the sail of eye and 
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mind in the right direction, nothing should 
be done to luff the sail, and lose the read- 
er, or confuse the reader, or turn him 
aside. 


® The re-do—the version at the right— 
provides the virtues the ad appears to 
have at first glance, but doesn’t. 

A sensitive layout man would probably 
agree that the ad at left has a tendency 
with swatch and illustration to lead the 
ad away from the major heading, before 
copy can be read. It is pulling the eye. 
That is another weakness. 

At right, the swatch nudges the eye and 
interest into the major area and copy, and 
lets the bottom items take their turn. 


+ 


Copyright 1957 by -Paul Pins 


As a non-artist copywriter, you may 
be worried when you start to do a 
rough, or when you are developing an 
idea, because of the obvious faults. 
Let’s assume you have a tire account 
and you must come up with some- 
thing psychological...So you begin 
(1), having gathered as much infor- 
mation as possible, of course. 


Visual ideas, like word ideas, need 
time to grow and/or be pruned and 
trimmed to fit. Seeing faults can help 
start a new direction. Sometimes the 
errors or false starts themselves can 
be combined, leading to an effect you 
want. Here, a man (visual) who was 
once a child (visual), (2 and 3), 
leads thought train to situation (visu- 
al), (4), with corny headline which 
is discarded (5), as is another (6). 


But in (7), based on the two heads of 
the scrapping youngsters (5), you 
have come to an idea which has pos- 
sibilities. Some way, you think may- 
be the art department can effectively 
show a visual relationship between a 
man-with-an-idea-of-a-tire and the 
tire itself. 


This might be a natural for animated 
tv. In any event, you have arrived at 
a visual concept on your own, and are 
better able to discuss its possibilities 
with the art department. 


In creating ideas, you are the boss, art 
talent or not. The later necessary 
compromises need not deter you as 
you consider this visual idea and that 
one. 


Remember, you don’t have to show 
anyone anything until you're ready. 
Don’t be afraid to go wild occasional- 
ly. Your Drawthinking experiments 
can be private. When you have hit 
something and know it, you can com- 
municate it more legibly to the art 
department. 


COPWWRITER'S 


You're the boss HERE 


X marks the spot for you to develop freely. 


Next Lesson: 


(See KEYHOLES and their cousins; AA, 12/24) 


“We built YOUR /0EA 


“A Child’s Garden of Voices” 
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“I'll do that whether 


Paul Garrett, GM's PR Pioneer, Will 


‘Study Companies’ 


Former Finance Writer 
Helped Build Theory 
of Public Relations 


New York, Jan. 2—The other 
day, a tall man with thinning, red- 
dish hair, heavy eyebrows and 
freckled forehead, was talking in| 
his office in the General Motors 
Bldg. here. 

“I was 65 on Nov. 27,” he said. 
“I retire from this fine company on 
Dec. 31. At 9 a.m. on Jan. 2, I plan 


in His Own Office 


in the world. New York was the at- 
traction. It’s the most stimulating 
place anyone ever dreamed of.” 
Mr. Garrett got his M.A. in 1914, 
then went to work for the bureau 
of municipal research here. Later 
he went to the bureau of statistical 
research of the New Jersey Cham- 
ber of Commerce. He published 
two books in 1917: “Administration 
of the Full-Crew Laws in the U.S.” 
and “The State Police Problem.” 


® In 1918 he went to the War In- 


to be in my own office. 
“I’m not going to put out any 


|dustries Board. Out of this grew a 
third book, “Government Control 


I get paid for it or not. I’m not going to solicit accounts.” 


relations. From the beginning he;tion to pr was his insistence that, 
stressed that public relations is an|it was a top management function, | 
essential management function;|and his repeated argument that pr| 
and he did much to establish an|considerations must come during | 
ideology and code of ethics for|the policy phase of decision mak-| 
the new, struggling pr profession.|ing. After decisions are made and | 
action begun, he said, it’s too late) 
for public relations to work ef- 
fectively. 

Anyway, Garrett now leaves GM 
for his own operation with a little 


® Recognition of his role came in 
1940 when General Motors named 
him a vp (the first man ever named 
by a large company to be vp in 
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‘Baby Doll’ Ads 
Draw Criticism trom 
Connecticut Bishops 


HartrorpD, Jan. 2—Roman Cath- 
olic bishops in Connecticut have 
issued a joint statement condemn- 
ing the movie “Baby Doll” and as- 
Sailing the advertising for the mo- 


charge of public relations). In 1944 
he received the annual award of 
the National Assn. of Public Rela- 


reluctance. “I’m just one of those 
unfortunate guys,” he said, “who 
reach retirement age without being 
mentally or physically ready for it. 
The fellow who drives me when I 
go to Detroit said he was telling his 
wife how he’d miss me after I re- 
tired and his little girl said, ‘Daddy, 
is Mr. Garrett tired?’ 

“Heck, I’m not tired; I never felt 
better. 

“In my new job, if I don’t do 


shingle, or solicit accounts or set|Over Prices.” In 1920, young Gar- 
up a staff. But I'll be available if|rett was named financial columnist 
some three or four companies need |for the New York Post. Five years 
a little counseling on the basis of|later he was tapped as financial 


my background.” 
Paul Garrett’s background is im- 
pressive. 


8 Born in the tiny town of Lincoln, 
Kan., Mr. Garrett considers himself 
to have “reversed Horace Greeley.” 
First he went west to Washington’s 
Wenatchee Valley, where he spent 
his boyhood among the apple or- 
chards. 

He went on to Walla Walla and 
Whitman College, graduating in 
1913 as a Phi Beta Kappa. “Then I 
borrowed money to get to Colum- 
bia University in New York. I 
wanted to see what there was to do 


editor. His daily column, “Business 
Today,” was widely syndicated. 

On May 1, 1931, he moved to 
Genera! Motors as director of pub- 
lic relations. By October, 1956, he 
could write, in “Public Relations 
Journal,” of “a growing recognit- 
ion on the part of management that 
every policy decision and every 
operating move has a public rela- 
tions aspect that must be con- 
sidered.” 

His work in the 25 years bridging 
those dates was, in great measure, 
responsible for the “growing recog- 
|nition” by management. Mr. Gar- 
rett was a trail blazer in public 


“I wanted to see what there was to do in the world.” 


anything it will be all right. I’m not 


interested in companies; I like to 
study them. And I'll do that wheth- 


going out after any business. I am | 


tion picture. 

Advertising for the movie, the 
bishops declared, “destroys the 
pretense that the picture is being 
presented as a work of art and 
argues that this is merely an at- 
tempt to make money by any 
means, regardless of moral injury.” 

Not only is the advertising 
“rankly indecent,” but the movie 
itself is “coarsely suggestive,” said 
the bishops. They forbade Cath- 
olics in their jurisdictions to see it. 

Meanwhile, the Most Rev. Wil- 
liam A. Scully, of Albany, has 
issued an order forbidding Cath- 


er I get paid for it or not.” 


| Flynn Succeeds Hammond 

| Godfrey Hammond, who has re- 
tired as chief executive officer of 
|Popular Science Publishing Co., 


“I reversed Horace Greeley.” 


been succeeded: by Ralph H. 
|tions Counsel. It was on the latter) Fiynn, who was elected president 
occasion that he made the memor- | 18 months ago. Mr. Hammond con- 
able speech, “Management—Tell | tinues with the company as board 
| What You Stand For!” In this talk, chairman. Mr. Flynn joined Popu- 
said: __|lar Science Publishing from Mc- 

“Begin inside your company if| Graw-Hill, where he had been 
you would be well thought of out-| publisher of Electrical World and 
side. Make each organizational de-| other magazines. Mr. Hammond 
cision with regard for the flow of | wil] complete 50 years in the mag- 
opinion it will release. Make the! azine business in February. 
policy decision that is right even’ 


though a segment of public opinion | FTC Rules on Co-Op Allowance 
will not for the moment under-| {pn an order against the Atalanta 
stand. Then give people an under- | Trading Corp., New York, the Fed- 
standing of what you stand for.”| eral Trade Commission has ruled 
There were other occasions, oth-| that a seller cannot justify dispar- 
|er speeches. As early as 1938, talk-| ate co-op ad allowances on the 
ing at the Four A’s annual conven- | ground that the seller offered to 
tion, Mr. Garrett said: |negotiate deals with other cus- 
“The most obvious lesson any|tomers, “unless the negotiations 
company can learn, and seemingly | are part of a general plan offering 
the most difficult, is that good rela- | equal help to all customers.” At- 
tions outside grow from good rela-! alanta is one of several food sup- 
tions inside. If there is any secret | pliers charged with granting dis- 
to success in building good public) proportionately large allowances to 
relations it is that you must begin| Giant Food Stores. Washington, 
at home and work from the inside | and Food Fair, Philadelphia. 
out. Begin in the plant if you want} 
to be well thought of in the com- 
munity. Begin in the plant com- 
munity if you want to be well 
thought of over the nation.” 


Examiner Asks FTC to Drop 
Bankers Life Ad Case 

FTC Hearing Examiner Loren 
H. Laughlin has ruled that Bank- 
ers Life & Casualty Co., Chicago, 
had not been guilty of false ad- 
vertising and recommended the 
case against it be dropped. Bank- 
ers Life was one of 41 health and 
Public Relations” and “If I Had) accident insurers involved in an 
|Your Chance.” FTC complaint (AA, Oct. 25, ’54 

But his most enduring contribu-| et seq.). 


® His public relations philosophy 
also appears in “Advertising—An 
Integral Part of Our American 
Formula,” “A Case Example in 


olics to attend any motion pic- 
| ture shown in the next six months 
|}at the Strand Theater there. The 
|move was in retaliation for the 
| theater’s decision to show “Baby 
| Doll.” 


New York (AA, Nov. 5, 56), has| 


# “The ban,” said the bishop’s 
decree, “is placed also upon all 
Stanley-Warner theaters in the di- 
j}ocese of Albany which show the 
condemned picture, ‘Baby Doll.’” 

The Strand Theater, part of the 
Stanley-Warner chain of about 350 
movie houses throughout the U. S., 
said it has a contract with Warner 
Bros. to show the movie. 


PR for PR Companies 

Gerald Lansing, formerly with 
Rowe & Doherty, has joined Rich- 
ard Falk, public relations consult- 
ant, to form Falk & Lansing Asso- 
ciates, New York, a freelance pr 
service to other publicists in the 
advertising and industrial fields. 
The new company reports it will 
offer its services for anything from 
a press release to a press party for 
any public relations concern with 
a manpower shortage. 


Magazine Raises Rates 

Organic Gardening & Farming, 
Emmaus, Pa., will raise its guar- 
antee by 58% and its rates by 25% 
with the April, 1957 issue. The 
guarantee will move from 85,000 to 
135,000 while b&w pages will cost 
$450. 


Peters, Griffin Adds One 

| WROC-TV, Rochester, N. Y., has 
|appointed Peters, Griffin, Wood- 
ward as its national representa- 
| tive. The station formerly was han- 
| dled by George P, Hollingbery Co. 


| 
| 
xe 


Advertising Age, January 7, 1957 


Animation Inc. Sues 
Todd for ‘Piracy’ 


79 


James Beam Boosts Dorn 
James Beam Distilling Co., Chi- 
cago, has advanced Robert N. Dorn 


Flannery Joins Gimbels Barney, St. Louis, to become ad- 
Elizabeth Flannery has resigned | vertising manager of Gimbels, New 
as sales promotion and publicity| York department store, effective 


in Film’‘s Epilog 


Los ANGELEs, Jan. 3—Animation 
Inc., Hollywood film producer, has 
filed suit for $250,000 in superior 
court, against producer Mike Todd 
and designer Saul Bass, charging 
plagiarism in the use of a cartoon 
in “Around the World in 80 Days.” 

The suit charges that the epilog, 
a five-minute presentation of pic- 
ture credits in cartoon form at the 
end of the picture, was pirated 
without giving credit or payment. 

Earl Klein, president of Anima- 
tion Inc., asserts the epilog was 
based on his company’s story board 
which consisted of almost 100 orig- 


Mr. Dorn also will serve 


SATISFIED—A happy little boy illus- 


inal paintings. Ail of this material, | trates the winter-spring newspaper 
the complaint states, was created campaign for Milady’s blintzes, 
by the staff of Animation, with the | made by Milady Food Products 
exception of certain historical en- 
gravings. 


Brooklyn. This 825-line ad will 
appear in 19 dailies in the New 


advertising manager, has been 


® He said the paintings were pre- York market. Diener & Dorskind, 
, is the agency. 


sented to Mr. Todd last May and 
received his “enthusiastic approv- 
al.” “In fact he kept them and still 
has them.” The complaint states 
that both Mr. Todd and Mr. Bass 
were kept fully informed on the 
progress and development of the 
story board for the epilog. It as- 
serts Mr. Todd “wilfully, deliber- 
ately and arrogantly” appropriated 
all the material “well knowing he 
had no right to do so.” 

Animation is asking for $100,000 
damages, and $150,000 punitive 
damages. The court is also peti- 
tioned to enjoin further showing of 
the film with the Saul Bass picture 
credit for the epilog. 


Dennison Boosts Hayward 

Edward P. Hayward has been 
named manager of the advertising 
and sales promotion division of 
Dennison Mfg. Co., Framingham, 
Mass., paper maker. He formerly 
was assistant advertising manager. 
Richard J. Cullen, previously as- 
sistant sales promotion manager, 
has been named advertising man- 
ager. 


Putnam Has ‘Newsweek’ Duties 

Borden R. Putnam, vp and di- 
rector of the international editions 
of Newsweek, has been named to) 
the additional post of treasurer of | 
Weekly Publications Inc., publish- | 
er of Newsweek. Joseph M. O’Con- | 
nell, assistant treasurer of the 
magazine, has been named control- 
ler. 


‘True’ Names Miller Co. 

C. L. Miller Co. has been named 
by Fawcett Publications, New 
York, to handle advertising for 
True. The magazine had been han- 
dled by Lewin, Williams & Saylor. 


FARM EQUIPMENT RETAILING 
HAS EXCLUSIVE 


‘KINSHIP’ 
WITH ITS READERS! 


As official 
publication of the 


Netional Retail 
| Form Equipment 
Association, FER 


\ gets intensive 
readership from 


to director of advertising and sales 
promotion, a new title. He has been 


director of Scruggs, Vandervoort & | Jan. 21. 


national advertising manager since 


in an executive capacity on the| | 

company’s new marketing and | 

merchandising committee. 
| 


Upholstery Leather to B&B 
Upholstery Leather Group, New 

York, which represents tanners 

serving the home furnishings, au- 


tomotive and office furniture) 77 
fields, has appointed Benton &| 


Bowles, New York, to handle its 
advertising. Arndt, Preston, Chap- 
in, Lamb & Keen, Philadelphia, 
formerly handled the account. 


Nabisco Promotes Carragan 
Craig S. Carragan, formerly an 


named general advertising man- 
ager of National Biscuit Co., New 
York. Mr. Carragan joined Nabisco 
in 1949. 


IN CANADA 
more than *4rds 
of all major } 
goods and services 
sold in Toronto 
are bought by 
readers of the 


TORONTO 
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Ninth largest port in the U. S$. Toledo is 
the center of a billion-dollar market 

now. What will it be when the St. Lawrence 
Seaway is completed? Keep your sights 
trained on Toledo, the key to the sea. 


are the key to the 
BILLION DOLLAR TOLEDO MARKET 


dealers 
because . 


1. FER has wide sweeping editorial cov- 


erage with 33 field editors. 


2. FER knows the farm equipment busi- | 
ness intimately through mony asso- | 


ciation activities. 
ment help stressed in every issue. 
Send for FREE 


menths for 89 Implements and 
dealers whe sell them. 


FARM EQUIPMENT RETAILING 


“Sales Plenning Pregram’’ giving tep sales 
percentage 


“Actually Owned By the Deciers 


| 
3. Dealers look to FER for the manage- | 
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One-Time Kesten Staffer 
Adds ‘Reverent Recollection’ 

To the Editor: Before you close 
the book on Paul Kesten, add this 
word of reverent recollection for 
one of advertising’s immortals 
from one who worked with him 
and Vic Ratner. 

When Kesten took up his CBS 
assignment, radio was formless 
and void. But he made no little 
plans. Where all media promotion 
before Kesten had timidly offered 
an innocuous, small-sample bit 
of research to document its truths, 
Paul Kesten sought the vote and 
views of millions. I recall in one 
instance alone, a half-million dou- 
ble postcards that asked the then 
dramatic single query, “What sta- 
tion do you listen to most?” 

He was the first to make all pro- 
motion realize the value of an 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


authority of major caliber testi- 
fying to a media claim. It was 
MIT’s Elder who made the study 


|for Kesten on whether radio sold 
| goods—a piece of perceptive pro- 
|motion that has not been matched 


then or since. For Kesten saw the 
fleeting moment when radio was 
not yet a mass medium, and that 
there were homes of all kinds that 
still had no radios. He could thus 
go into homes that on the one 
hand had radios and on the other 
had none—and, under Elder’s and 
M.I.T.’s incorruptible aegis, could 
count brand by brand in each 
medicine cabinet and each kitchen 
cabinet. Equally important to the 
concept as the existence of radio 
and non-radio homes was the his- 
toric fact that there were then 
radio advertisers and non-radio 


|advertisers. When that brochure 


was finally released, radio had 
proved beyond cavil and doubt 
that radio sold goods in vast and 
authoritative disproportion to the 
cost of the medium. 

And when Kesten wanted the 
economic breakdown of radio lis- 
teners, I recall he was the force 
that inserted in the 1940 U. S. 
census the query that gave the 
count of radio homes in the U. S. 
and from home-rentals and home- 
values in that same mammoth 
census define radio’s economic 
castes. And note that the fore- 
word of that book—that CBS pro- 
motion piece—was written and 
signed by the then U. S. Secretary 
of Commerce. 

What I have written here is 
only a small facet of the man, 
Kesten. Were he still guiding my 
hand, he would have liked to 


ACB Reads every every newspaper the 


...it is available for the busy 
advertising manager and agency man 


. how do you know . . . how 


UNDUPLICATED 


Keeps you posted on new sales 
ideas, copy themes, premiums, 
new advertisers, etc. You specif 
the kind of advertising you wis 


CO-OP ADVERTI 


Checks, measures, verifies your 
allowance advertising — includ- 
ing rates billed. Where desired, 
Advertising Allowance Service 
can take care of all work up to 
ind including statements on 
your own printed forms for your 


Used by many advertisers and 
advertising agencies to deter- 
mine the position accorded ad- 
vertisements by page number of 
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How do you see. . 
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things without building up a lavish high-overhead department? Many advertising 


managers and agency men are doing it with ACB Newspaper Research Services like 
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COPY SERVICE 


to see if, as, and when it ap- 
pears. ACB will ‘‘spot”’ it and 
send you tear sheets of each dif- 
ferent piece of copy. 


SING SERVICE 


approval and payment. Approved 
by chain store and independent 
operators as well as manufac- 
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ufacturer and outlet. 
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know there are those of us who 
remembered a piece he personally 
wrote in its entirety, entitled: “A 
Point Has Been Missed.” Anyone 
who reads it will know, had Kest- 
en chosen to be novelist or play- 
wright, he would have ranked 
with our greatest. Simple, in al- 
most narrative style and with 
superlative understatement, he 
made us recall that for the first 
time in history a man spoke to a 
single audience of 32,000,000. 
They were listening to the first 
inaugural address of Franklin D. 
Roosevelt. 

Had Kesten done none of this, 
had he only established the mag- 
nificent art and layout style 
which has set the framework for 
most of our media promotion in 
the grand manner today, his 
contribution would have been 
enough. 

But all this is the Kesten mind. 
The man was the gentlest who 
ever lived. I recall a young girl 
attached to the rudimentary re- 
search department then taking 
form in Kesten’s division, a col- 
lege graduate. She labored at her 
job, utterly unfit for it. Kesten 
took her work home with him, 
re-did it himself, corrected it, 
never told her, released it and 
over a several month period sold 
her the idea of switching to an- 
other department. He did not fire 
this girl, and, in the new depart- 
ment, she turned out to have a 
genius of her own where she 
made both to CBS and her own 
career a magnificent contribution. 

There’s vastly more than sprang 
from this Da Vinci mind—a pro- 
file that would fill several hun- 
dred pages, not the least of which 
would honor the insight of Wil- 
liam Paley for the freedom of ac- 
tion and the size of canvas he 
gave Kesten. 

I hope that Paul Kesten as he 
“leans over the gold bar of heav- 
en” and looks down will forgive 
this presumption to say a word 
about him by one of the more 
obscure of his one-time staff. 

Gorpon Gross, 

Creative Director, Applestein, 

Levinstein & Golnick Adver- 

tising Agency, Baltimore. 


Thinks Honest Movie Ads 
Might Be More Effective 

To the Editor: It appears that 
your talented columnist, Clyde Be- 
dell, has hit a tender spot, judging 
from the screams of anguish that 
are arising from the motion pic- 
ture industry. From my seat on the 
sidelines, I say it was about time 
someone blew the whistle on mis- 
leading motion picture advertising. 

In citing the advertising for 
“The King and I” as a bad exam- 
ple, I think Mr. Bedell was being 
quite charitable. He could have 
picked any number of much worse 
examples without half trying. The 
motion picture advertisers were 
being tried, in effect, for over- 
parking instead of for reckless 
driving. 

Aside from moral issues, I have 
often wondered whether advertis- 
ing as practiced by the motion pic- 
ture boys is as effective in pulling 
people into the theaters as direct 
and honest advertising would be. 
I’ve noticed that when they occa- 
sionally come up with a really 
great picture, they usually revert 
to a somewhat more truthful ap- 
proach. 

However, advertising for the 
good pictures suffers in believabil- 
ity for the sins of the other 75% or 
so of the industry’s output. And 
when you take away believability 
from advertising, the leavings are 
pretty meager. 

The smoke screen that Motion 
Picture Exhibitor attempted to 
throw up to divert criticism to 
other fields only confirms what we 
suspected, that Mr. Bedell lit quite 
a fire in the trash pile that serves 
as the bible of motion picture ad- 
vertisers. 
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Fortunately for the industry, 
their advertising has never had to 
work very hard. That is because 
newspapers, magazines, and tele- 
vision have been donating pubiici- 
ity of incalculable value to the 
movies for years. The movies have 
without doubt been the benefici- 
aries of more free advertising than 
any other industry, including 
sports. 

I hope that Taylor Mills’ sugges- 
tion is accepted and there is an in- 
vestigation of motion picture ad- 
vertising. Might do a little evalu- 
ating of their point of purchase 
displays outside the theaters as 
well. 

JouN N. Kina, 
Mill Valley, Cal. 


Good Usage Is Advertising's 
Gain, Professor Says 

To the Editor: I have been too 
busy repairing the broken English 
of my advertising students to pay 
serious attention to the match be- 
tween Lomo and grammar. Did 
AA present this as a travesty? 
Was the copy edited at all? Were 
you aware that facts were dis- 
torted as a sophomoric test of 
readership? What qualified the 
author as a philologist and lin- 
guist? AA has much to answer 
for. 

It might be that Lomo has spent 
so much time on advertising 
translations that he now writes in 
Humpty Dumpty instead of Eng- 
lish. Remember Humpty Dump- 
ty’s rule: “When I use a word, it 
means just what I choose it to 
mean—neither more nor less .. . 
The question is, which is to be 
master-—that’s all.” Certainly the 
dictionary was not the master 
when Lomo was writing, without 
a quiver of shock from the editor, 
such phrases as these: over- 
meticulous, criterion ... to eval- 
uate, the hoi polloi, screen out, 
oblivious to, guiding rule, high- 
protocol, panoply of eating imple- 
ments. Between you and I he 
don’t sound like he had hardly 
any etymology. It is unnecessary 
to consider him seriously on the 
rules for arrangement of words if 
he doesn’t know what words he 
is pushing around. 

Among advertising men there is 
no logical basis for argument. 
Conservative English will not of- 
fend the customers. Illiteracy will 
offend many and is most likely to 
irritate the leadership groups that 
are critical of advertising. Adver- 
tising has everything to gain by 
preserving the nice differences in 
words and their usage. 

H. L. CHURCHILL, 
Department of Communica- 
tion and Journalism, Stanford 
University, Stanford, Cal. 


Slavishness to Rules Shackles 
Effective Communication 

To the Editor: Hark, all ye fre- 
netic hair splitters in the Lomo 
Controversy! Hark, too, ye of the 
linguisitic mop-up brigade! Hark , 
to one who carries no weapon, but 
who would walk among you col- 
lecting your razor blades and your 
raggedly frazzled mops, only to 
toss them atop the already tower- 
ing junk heaps of pedantry, di- 
dacticism, and grammatical prud- 
ery. 

Correctness, I seem to recall, 
has for years been determined 
not by common usage but by fol- 
lowing the practices of our better 
contemporary writers; and in sup- 
port of that postulate may I quote 
Somerset Maugham, who said, “I 
would prefer a phrase that was 
easy and unaffected to a phrase 
that was grammatical”; George 
Orwell, who said, “... correct 
grammar and syntax are of no 
importance so long as one makes 
one’s meaning clear.” May I also 
refer you to Aristotle, Democritus, 
Voltaire and Fowler, all of whom 
expressed similar sentiments. 

In language, as in life, it be- 
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comes increasingly apparent that 
to be rigidly conformist is to be 
dull, not to mention dangerous. I 
should certainly not wish to im- 
pugn the work of our philologists, 
but how many adherents of their 
rigorously unforgiving code are 
powerful writers? More often they 
are mere chroniclers, echoing and 
re-echoing, in deadening mono- 
tone, the puerile misdemeanors of 
their prattling predecessors. 

Less rhetorically now, let us de- 
fine what we are arguing about 
and deal briefly with what gram- 
mar is and with its purpose: Es- 
sentially, grammar is the general 
term designating the science of 
language, the parts of which are 
phonology, morphology, accidence, 
orthoepy, orthography, composi- 
tion, semantics, syntax, and ety- 
mology. Obviously, based on these 
components, the purpose of gram- 
mar can be nothing other than to 
serve as a guide in creating a 
total impression, an impression 
that clearly expresses the thought 
of the writer. It follows, therefore, 
that any arrangement of words 
which clearly expresses a thought 
is grammatically correct. If we 
admit, as most of us will, that 
there is a best way of explaining 
an idea, advertising a product, or 
writing a poem, we must also rec- 
ognize the fact that there is no 
definitive set of rules which can 
be applied equally to the accom- 
plishment of all three. 

To further demonstrate the fal- 
lacy of applying rules universally, 
let us skip to another category— 
mathematics: For years, based on 
the rules of algebra, it was as- 
sumed that 2 x 2 = 4. However, 
through finite algebra (construc- 
ted by E. V. Huntington, professor 
emeritus of Harvard University) 
it may now be proved that 2 x 2 
are not 4. It may also be proved, 
through non-Euclidean geometry 
(Beltrami, 1868) that parallel 
lines can intersect; also, that the 
sum of the three angles of a tri- 
angle is not 180 degrees. 

In view of these widely vary- 
ing applications within what is 
considered an exact science, it 
would seem the sooner we accept 
the basic principle that anything 
man-made is not, by the very 
nature of man, absolute, the soon- 
er we shall be able to release our 
minds from the stultifying influ- 
ence of “rule worship.” Concom- 
itantly, the quicker we realize that 
effective communication is far 
more the result of good taste, in- 
telligence, and judgment than it 
is of slavish adherence to rule, 
the sooner will occur our release 
from the shackling linguistic re- 
straints which to a marked degree 
immobilize our creativity and con- 
tinually inhibit the most fruitful 
expression of our highest powers. 

WELLEs IRWIN PRICE, 

Sales Promotion Counsel, Gen- 

oa, Ill. 

Production Potential Is 
the Key, Weiss Told 

To the Editor: In his Malthusi- 
an (j.g.) discourse, “Does a Popu- 
lation Jump Guarantee Prosperi- 
ty?”, E. B. Weiss and the un- 
named speaker he quoted left out 
the only factor which can lend 
significance to such an inquiry. 

The relationship between pros- 
perity and increased population 
depends solely upon the ratio fac- 
tor between the increased pro- 
ductive capacity of our industrial 
and technological complex and the 
increment of consumer units— 
more babies, if you wish. 

The desert island with two peo- 
ple on it and the overcrowded 
countries of Europe in the 19th 
century had one thing in common: 
Both lacked the technics of pro- 
duction. The important factor is 
not whether or not the working 
population is relatively decreas- 
ing, nor its simple numbers. It is, 
rather, how much it can produce. 

Any detailed examination of our 
national productive potential will 


show, I think, that any fears as 
to its not being able to accommo- 
date a vastly greater number of 
consumers are grossly premature. 

I trust that Mr. Weiss can re- 
call that it was not long after we 
slammed the doors on immigra- 
tion, coincident with a low rate 
of natural population § increase, 
that we went into the worst eco- 
nomic tailspin in the nation’s his- 
tory. Let’s not yet prescribe con- 
traceptives as an economic stabil- 
izer. 

WARREN H. PIERCE, 
Editorial Director, Florida 
Speaks Corp., St. Petersburg. 

Says Woolf Gave 
a Neat Demonstration 

To the Editor: Mr. Woolf’s little 
effusion (AA, Dec. 17) decrying 
the use of correct grammar in 
copywriting was, if nothing else, 
a real gem of unconscious humor. 
It is axiomatic among grammari- 
ans——those poor bearded old fud- 
dy-duddies—that sloppy grammar 
leads inevitably first to inaccurate 
communication, then to inaccu- 


rate thinking, and Mr. Woolf has 
certainly given a neat demonstra- 
tion of the latter. His argument 
seems to revolve around the fol- 
lowing remarkable  semi-syllo- 
gism: 

A. Grammarians are experts in 
the usage of language. 

B. One grammarian failed as a 
copywriter. 

C. Copywriters 
good grammar. 

If Mr. Woolf had stopped to 
consider the actual meanings of 
the words he was writing, I am 
sure he would have realized that 
expecting a professional gram- 
marian to be ipso facté a good 
copywriter is as ridiculous as ex- 
pecting the machinist who makes 
surgical scalpels to remove an ap- 
pendix. Surely it must be obvious 
from the words themselves that 
teaching of grammar and rhetoric 
is one profession, and writing of 
advertising copy is another pro- 
fession. To take an example from 
Mr. Woolf’s own field, he is argu- 
ing that since market research 
men usually make poor copywrit- 


need not use 


ers, market research is of no value 
to copywriters. 

One portion of Mr. Woolf's 
maundering I find completely be- 
lievable: the line where he an- 
nounces that he knows very little 
about grammar. Anyone reading 
his column is forced to draw that 
conclusion. 

Mark Twain, writing on Feni- 
more Cooper’s “Literary Offens- 
es,” remarked that just as a per- 
son with no musical ear will un- 
avoidably sharp and flat as he 
tries to hum a tune, so a person 
with no word sense will verbally 
“sharp and flat” as he speaks or 
writes, using not the right word, 
but one near to it. This, it seems 
to me, is the final answer to the 
Winston controversy. The slogan 
as written is rough, awkward, and 
gauche. When corrected, while no 
marvel of sense or of sentences, 
it is at least smooth and readable, 
and not something out of a school- 
boy’s first theme. 

And finally, neither Mr. Shake- 
speare nor reasonably com- 
petent literary craftsman would 
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be guilty either of “Live Modern” 
or “Live Modernly.” I am sure 
the Great Bard, as Mr. Woolf so 
originally refers to him, could find 
at least a dozen phrases correct 
grammatically, more felicitous 
phonetically, and more expressive 
in wording. 
RICHARD CLARK, 
Chicago. 
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Peculiarities of French Advertising 
Defended by Agency Head Henault 


By Mostyn Mowbray 

Parts, Jan. 2—The top 20 adver- 
tising agencies in France will 
stand comparison with any agen- 
cy in the world. 

This claim is made by Henri 
Hénault, who has just ended a 
four-year term as president of the 
Federation Francaise de la Publi- 
cité, the central advertising or- 
ganization in this country. 

Official French advertising cir- 
cles are concerned over the im- 
pression the industry is making 
abroad. Interviewed by ADVERTIs- 
inc Ace, M. Hénault vigorously 
defended French ad practices. 


s “There seems to be quite a 
wrong impression among admen 
abroad,” said M. Hénault, “that 


BUSINESS! 


Smokestacks have always been 
a symbol of activity in our Ohio 
River Valley. They came to us 
first aboard the picturesque 
sternwheelers that opened this 
region to phenomenal growth. 
They stayed to multiply and mul- 
tiply above busy mills and fac- 
tories whose industrial worth to- 
day — in the Huntington- 
Charleston heart alone — ex- 
ceeds one billion dollars! 
Nowhere in America is there 
such a panorama of business un- 
der full steam as in the 100-plus 
counties served by the four-state 
span of WSAZ-TV. Here live 
nearly a million families with an- 
nual buying power close to four 
billion dollars — a symbol of 
booming productivity making 
this America’s 23rd TV market. 
Your advertising cuts a smart 
w wave when you consig: it 
to WSAZ.-TV, only TV station 
covering the whole area. Any 
Katz office can write the ticket. 


HUNTINGTON-CHARLESTON, W. VA. 


-3.0. NETWoORE 
Affiliated with Radio Stations 
WSAZ, Huntington 6 WGKV, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 


ethical standards in France are 
low, and that the advertising pro- 
fession as a whole is held in low 
esteem. This fallacy should be 
cleared up once and for all. Nat- 
urally, it would be pretentious to 
claim that there is no room for 
improvement, but many of the 
criticisms levelled against us are 
completely unfounded.” 

It has been charged, M. Hénault 
noted, that the administrative set- 
up of the profes- 
sion, centered in 
the Federation 
Francaise de la 
Publicité, is over- 
organized and 
top-heavy. Six- 
teen professional 
associations cov- 
ering all phases 
of advertising 
compose the 
F.F.P. and at first 
sight this may 
seem complicated, admitted M. 
Hénault. 

But in point of fact, he said, it 
is very straightforward and in 
actual practice has proved its suit- 
ability. It unites all the associa- 
tions in a homogeneous group and 
the combined representation of 
employers and employes within 
the Federation creates a climate 
of cooperation and mutual good 
will. 


Henri Henault 


® Ethical standards, explained M. 
Hénault, are laid down in the 
Code des Usages,; first published 
in 1906 and subsequently brought 
up to date from time to time—the 
latest edition dates from 1950. 
The basic aims of this code are 
to establish equitable working re- 
lationships among agencies, me- 
dia and advertisers and to replace 
cut-throat competitive practices 
by competition based on quality. 
Anyone infringing its regulations 
is liable to lose accreditation as 
an advertising practitioner—but 
such action is rarely necessary. 
Questioned on the subject of the 
allegedly widespread practice 


among French agencies of rebat- 
|ing media commissions to clients, 
|M. Hénault said this is undoubt- 
much less frequent nowa- 
days. “It is a difficult charge to 
refute on the basis of facts and 
figures,’ he remarked, “because 
to state to what extent the evil 
|is actually current would mean a 
direct and permanent intrusion 
into the relations of every French 
agency with its clients. 


s “But it is certain that as the 
service advertisers demand from 
agencies widens in scope, so re- 
bating becomes less frequent. It 
can be confidently asserted,” said 
M. Hénault firmly, “that all of the 
top agencies in France today are 
opposed to this practice; and even 


among the small and medium- 
|size agencies, it is becoming in- 
| creasingly rare. 

| “Under present conditions,” 
|continued M. Hénault, “when ad- 
vertisers expect an ever-increas- 
ing range of services from their 
|}agents—market surveys, motiva- 
|tion research and the like—ama- 
|teur and shoe-string agents are 
fast disappearing from the scene. 
/Of course, there is still a place, 
‘and there will continue to be a 
place, for the medium-size and 
|small agencies. But the F.F.P. has 
bag instrumental in recent years 
in vastly improving ethical stand- 
jards, and in enforcing strict con- 
ditions for the accreditation of 
new agencies.” 

® The special commission set up 
to examine applications for ac- 
creditation includes representa- 


tives of print media, who have the 
final say in deciding whether or 


not a newcomer shall be admitted 
to the profession. 

“As for house agencies,” M. 
Hénault went on, “they do exist 
here in France, as in other coun- 
tries, and represent an effective 
danger to our profession. But here 
again, they are becoming less 
widespread, again due to the in- 
creased service demanded by ad- 
vertisers from their agencies. 

“The genuine agencies are nec- 
essarily adapting themselves to 
this need. Today, it is more con- 
venient and profitable for an ad- 
vertiser to have his business han- 
dled by an _ existing agency, 
equipped to deal with the over-all 
advertising operation, rather than 
go to the trouble and expense of 


setting up his own outfit.” 

| M. Hénault said there are now 
/1,150 accredited advertising agen- 
lcies in France. In 1955, French 
ladvertising expenditures totalled 
85 billion francs ($242,000,000). 


® This volume is still far below 
Great Britain and the U.S., in 
relation to population and nation- 
al revenue. But, added M. Hé- 
nault, French creative standards 
and the effective use of modern 
advertising techniques are the 
equal of those in any other coun- 
try. He stated that the 20 leading 
Paris agencies, many of them do- 
ing business on a worid-wide 
scale, could stand comparison in 
every respect with their counter- 
parts in any country in the world. 

Referring to certain practices 
peculiar to France, which other 
countries find difficult to compre- 
hend, M. Hénault spoke at length 
of the indemnité de dépossession 
—a system whereby an agency 
taking a client away from another 
agency is obliged to pay the old 
agency a cash indemnity to com- 
pensate for the loss of business. 

“Critics say that this system 
tends to freeze competition,” re- 
marked M. Hénault. “But we feel 
the practice is based on sound 
principles and it is favored by 
the F.F.P. What we are aiming 
to do at the present time, how- 
ever, is to make the rule more 
flexible—for example, by provid- 
ing for a lengthier period of time 
over which the new agency can 
make payment. 


“The sum involved usually 
amounts to the total commissions 
the old agency received from the 
client’s advertising during the 
twelve months preceding the 
switch. The amount may be modi- 
fied, though, in the light of indi- 
vidual circumstances.” 

The concept of the indemnité 
de dépossession, he explained, 


springs from the _ essentially] 
French view of the value of ar-| 
tistic creation. It is not considered | 
|\fair by the French that an agency | 
which may have built up a cli-| 
ent’s business through creative} 
selling ideas over a _ period of 
years should risk finding itself] 
thrown overboard without warn-| 
ing, and that another agency} 
should carry on, taking advantage| 
of the work accomplished. 

There is another consideration, | 
too. In America, he pointed out,} 
the sudden loss of a client often] 
means that an agency has to get! 
rid of a number of staffers who 
worked on the account and these} 
people have to be paid separation] 
money. So the agency loses money | 
as well as business. The indem- 
nite de depossession largely cov- 
ers this loss for French agencies. 


Another advertising practice} 
peculiar to France is the fact that | 
some agencies are at the same 
time space-brokers, who perform 
the services of British and Ameri- 
can publishers’ representatives. 
On the surface it might appear 
that an agent could not fairly 
and impartially place his clients’ 
advertising in the most suitable 
available media when, as exclu- 
sive representative of certain pub- 


lications, he is paid an extra com- 
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France’s 21 Leading Ad Agencies* 
and Their Principal Clients 


(Founding Date 


Agence Francaise de Propagande 
—(1930)—Bic, Vespa, Menier 
chocolate, Pinaud perfume, Roger 
& Gallet 

Agence de Plas—Cinzano 

Agence Yves Alexandre— (1887) 
—Reader’s Digest, Gervais cheeses, 
Martell, Air France, Persavon 

Aljanvic Publicite—(1941)— 
Zenith, Lanvin, Kiwi, Pfaff 

P. A. Chavane & Cie—(1948)— 
Vache qui rit 

Damour Publicite—(1918)— 
Veedo] oil, Creme Nivea 

Dorland—branch of 
British agency—Gillette 

R. L. Dupuy & Co.—(1927)— 
specializes in industrial accounts, 
notably Gaz de France 

Elvinger S. A.—(1924) —Philips, 
Procter & Gamble (a $2,500,000 
account) and numerous other 
American clients 


Havas — government-controlled 
agency—Simca, Omnia, Reynolds 


leading 


in Parentheses) 


Jep et Carre—(1901)—pharma- 
ceuticals 

Office Parisien de Publicite 

Office de Publicite Generale 

Promos Publicite—(1943)—Re- 
nault, Negrita rum 

Publicis—(1927) France’s larg- 
est agency, billing close to $10,- 
000,000 annually—Colgate-Palmol- 
ive, Coty, Singer 

Publicite Armand Rosseau-— 
(1922)—home furnishings, fashion 

Publi-Service 

Sodico—French arm of McCann- 
Erickson—Esso, Richard Hudnut, 
Tampax, International Harvester 

Synergie—(1932, headed by 
Henri Henault)—major industrial 
associations, Haig & Haig, Helanca, 
Formica, Max Factor, Remy Martin 

Thibaud & Cie—Lever agency 
(Lux, Gibbs, Persil, Omo) 

J. Walter Thompson S. A— 
French branch of American agency 
—Ford, Buitoni, Burroughs, Pan- 
American, J. B. Williams, Valstar 


pen, Visseaux, Perrier, Rem, He-| beer 


lena Rubinstein 


*AA estimate 


mission for all space he sells for; 
the latter. But in practice, M.| 
Hénault said, this is not the case. | 

To begin with, the agency and | 
space-brokerage sides of such| 
agencies must be established un- 
der separate business headings, 
and must keep separate sets of 
accounts. Moreover, where con- 
sumer media are concerned, the 
bigger combination agencies rep- 
resent the more valid newspapers 
and magazines, in which the client 
would place advertising anyway, 
so that no abuse of privilege aris- 
es, M. Hénault maintained. 

Although the F.F.P. is not 100% 
opposed to the system, its policy 
is to limit its spread as much as 
possible, while allowing existing 
agency-brokers to carry on within 
the framework of present regula- 
tions. 

“I am sure,” M. Hénault con- 
cluded, “that it by no means re- 
sults from ill-will, but simply as 
a result of wrong information and 
a lack of knowledge of the com- 
plete picture of present-day 
French advertising, that unjust 
allegations have been made about 
us abroad. We are eager to let the 
world know of our not inconsid- 
erable achievements to date.” . 


Lord Joins Daniel Starch 

Ted Lord, formerly assistant to 
the president of Outdoor Advertis- 
ing Inc., New York, has joined 
Daniel Starch & Staff, Mamaro- 
neck, N. Y. 


How to Feed 
Hardware Dealers 
On a Small Ad Budget 


Sending tool customers into hardware 
stores costs less when you concentrate 
on men who buy the most tools. Those 
versatile weekend mechanics follow- 
ing Home Craftsman Magazine for 
practical guidance buy special tools for 
special home jobs. They buy 414 ham- 
mers, 9-9/10 screw drivers, 20-1/10 
wrenches, 4% motors and other tools 
galore. 

To learn more about the hardwore 
store-purchasers as ACTIVE craftsmen 
write now for up-to-date market data. 
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Youngstown to Use 
TV Spec in Debut of 
Monterey Kitchens 


Warren, O., Jan. 2—Youngstown 
Kitchens division of American Ra- 
diator & Standard Sanitary Corp. 
will use a tv spectacular to intro- 
duce its new Monterey kitchen 
equipment—the first time a tv spec 
has been used to unveil a new 
product line, according to the com- 
pany. 

The hour-long show, “America 
Salutes Kate Smith,” will be aired 
Sunday evening, April 28, on ABC- 
TV and will mark Miss Smith’s 
25th anniversary as an entertainer. 
The show will feature Miss Smith 
as mistress of ceremonies and per- 
former and will present the talent 
she has discovered in the course of 
her career. 

The following day, the new 
equipment will go on display at all 
Youngstown dealers. Grey Adver- 
tising, New York, is the agency. 


New York Life Opens Exhibit 
in Grand Central Terminal 

New York Life Insurance Co. 
opened an exhibit and demon- 
stration Jan. 2 in Grand Central 
Terminal featuring the theme, 
“How much life insurance is 
enough?” The company will use 
newspaper ads Jan. 7 and 11 in the 
New York Times, Herald Tribune, 
World Telegram & Sun and in 
newspapers in Westchester and 
Fairfield Counties. In addition, it 
is using through January, 190 post- 
ers in areas within commuting dis- 
tance in New York, New Jersey 
and Connecticut. 

The exhibit is reportedly the 
first of its kind by an insurance 
company. Compton Advertising is 
the agency. 


Wherry, Baker Names Clemens 

Donald F. Clemens, formerly an 
account executive of Batten, Bar- 
ton, Durstine & Osborn, Chicago, 
has joined Wherry, Baker & Tilden, 
Chicago, as contact man on the 
Quaker Oats account. Wherry, 
Baker also has elected Robert W. 
Smyth, a member of its creative 
staff since 1953, a vp. 


Lober Appoints Fairfax 

M. Lober & Associates, New 
York, manufacturer of Handy An- 
dy power mowers, has appointed 
Fairfax Inc., New York, as its first 
advertising agency. 


Free 


TV 


Want to know if your com- 
pany’s films are acceptable for 
tv showing, and if not, how to 
make them acceptable to tele- 
vision stations? Then, turn to 
the January issue of ADVER- 
TISING REQUIREMENTS 
and read “Free Films for TV.” 
This answer-giving article is 
typical of the important infor- 
mation you'll find in every is 

sue of ADVERTISING RE- 
QUIREMENTS—all aimed at 
helping you do a better job of 
advertising production, promo- 
tion or merchandising. AR is 
the only service that covers this 
field completely and in detail. 


Clip this coupon, attach $3 
and mail today for year’s (12 
issues) trial starting with the 
big January issue. Your money 
back if you’re not completely 
satisfied. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


PIERRE DE LUSSIGNY, formerly adver- 
tising director of the Reader’s Di- 
gest in France, Belgium and Switz- 
erland, has been named to the new 
post of European advertising di- 
rector of the U. S. edition. Mr. de 
Lussigny, who joined the Digest in 
Europe in 1946, will make his 
headquarters in Zurich and New 
York. 


\Traveling Salesmen Can Avoid Temptation |* 


by Helping Underprivileged, Perry Suggests 


| New York, Jan. 
| that most traveling salesmen suf-| 


| fer from loneliness and temptation, | all media men have some hobbies, | 


|Howard J. Perry, president of | 
| Mullican Co., Louisville, Ky., is! 
convinced that something ought to 
be done about it. 

In a recent letter to William K. 
Beard Jr., president of Associated 
Business Publications, Mr. Perry 
writes: 

“Being an old media man myself 
and having traveled a great deal, 
I have found that the traveling 
salesman still suffers from loneli- 
ness and temptation when he hits 
a town and must stay overnight. 

“Of course, the breed is chang- 
ing, but basically human reactions 
remain the same. 


s “Why couldn’t we, in some man- 
er, set up a plan wherein these me- 
dia men, when they come to town, 
could be put in contact with lead- 


ing charitable groups that are be- 


a “little pilot experiment” in Mr. 
Perry’s own town. “It wouldn’t be 
too difficult to publicize the idea 
and perhaps reach personally a 
|large proportion of the men who 


hind underprivileged boys? Most) hit Louisville fairly regularly. 


“Then if liaison could be created 


as I have found out. So if these | with charitable groups in Louis- 


fellows could spend a couple of | 
hours at an underprivileged boys’ | 
club, talking about things of mu- 
tual interest, a lot of good could be 
done—both for the boys and for 
the media men themselves. The 
plan could be the source of good 
public relations for many business 
publications also...” 

In reply, Mr. Beard found Mr. 
Perry’s suggestions “inspired” and 
“heart-warming” but ‘wondered 
how such a plan could be or- 
ganized. 

“The media fellows get pretty 
thinned out on the road,” he noted, 
“and only in such places as Pitts- 
burgh, St. Louis or Milwaukee 
would you find much of a nucle- 
us.” 

His counter-suggestion was for 


ville, we might make a brave be- 
ginning.” 
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Bruce Robertson, senior editor, takes over as chief of 


our Hollywood bureau this month. Twenty-four year 


member of BeT’s staff, dean of radio-television re- 


porters, Radio Pioneer, and penetrating analyst, Bruce 


will cover the world’s film capital at a time when film 


news and tv news are 


practically inseparable. 


Bruce has watched radio grow, falter, and grow again. 


He has observed as television became the nation’s 


dominant entertainment and advertising medium. He 


has reported what he saw in forceful, informed prose. 


He writes with authority. He knows Madison Avenue, 


Michigan Blvd., Pennsylvania Ave., Hollywood and 


Vine, and Main Street. 


Men like Bruce Robertson help make BeT essential 


weekly reading for the radio-television fraternity. 


BeT’s staff of 60, the largest in the field, tells the 


whole story on time. Readers get first-hand informa- 


tion and advertisers get their money's worth. 


Executive and Publication Headquarters 


BeT Bidg., 


1735 DeSales St., N 


Washington 6, D. C. 


Only vertical news 


magazine in the field with 


ABC membership. 
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THE 


LANDING 


as seen by 
JOHN BURGOYNE 


We feel that, like everybody else, 
we ought to make some New Year's 
resolutions—gives us a feeling of | 
accomplishment. But what we really 

need is a list of nice, flexible, harm- 
less aims that won't foul up our 
mildly contrary way of life. After 
much soul-searching we have settled 
on this group of 1957 personal com- 
mandments: 

(1) We will shoot no ducks from our 
office window. 

(2) We will speak respectfully to all 
traffic cops and cab drivers. 

(3) We will eat and drink no more 


than is good for us, subject to the 
moon’s phases and the needs of the 
moment. 

(4) We will get eight hours of good 
sleep every night except when we 
— something more interesting to 
0. 

(5) If something really good comes 
along all of the above bets are off. 
Well, that’s done for another year. 


A lot of people who like shrimp 
buy the big, showy ones, and then 
complain because they sometimes 
may be a little short in tenderness 
and taste. But some shrimp-fanciers 
discovered long ago that the small, 
canned variety had a lot of tender- 
ness and flavor. A Louisiana shrimp 
packer planned to can a select small 
shrimp for fussy people, and put up 
enough of the new item for Burgoyne 
panel tests in Wichita, Tolede and 
Tacoma. There was no outsize rush 
for the shrimp fisherman’s product, 
but prospects look worth while for 
expansion of the market. 


* * 


An ingenious operator in the food 
specialty market put together the 
makings for a tasty home-prepared 
soft drink—in almost a baker’s dozen 
flavors—which looked like a natural 
for the kid market. All the concen- 
trate needed was the addition of 
sugar and water, and the small-fry 
could even freeze it in the refrigera- 


ABC Radio to Raise 
Morning Show Rates 
Effective April 1 


New YorkK, Jan. 2—ABC Radio, 
which now claims the No. 2 posi- 
tion in network radio sales, will 
increase its rates for morning 
shows effective April 1. Current 
sponsors will get the customary six 
months’ protection. 

The rate hike will cover all 
Monday-through-Friday shows be- 
tween 9 a.m. and 12 noon, EST. 
This includes everything from 
“Breakfast Club,” a best seller 
again now that it is offered in five- 
minute pieces, to the 11:45 news. 
The 10 to 12 “morning bloc” will 
welcome a newcomer, “Make Up 
Your Mind,” starting Jan. 14; this 
discussion program had a long run 
on CBS Radio. 


s ABC’s morning shows are sold 
in five-minute segments, with the 
price covering time and talent. An 
advertiser gets a minute of com- 
mercial on each segment, with the 
exception of “Breakfast Club,” 
where he buys a participation, not 
a guaranteed 60 seconds. 

The following table shows the 
old (first) and then the new rates, 
depending on how many five- 
minute segments a sponsor buys 
within a year: 


1-12 18-51 52-103 104-155 156-250 260 
Breakfast Club 
$1,400 $1,350 $1,300 $1,250 $1,200 $1,100 
1,500 1,450 1400 1,325 1,250 1,150 
Merning Blec Shows 
$1,300 $1,250 $1,200 $1,150 $1,100 $1,000 
1,400 1,350 1,300 1,225 1,150 1,050 


Other rates and discounts on the 
network remain unchanged. 


# In announcing this rate change, 
Don Durgin, vp in charge of the 
ABC radio network, said that 
ABC’s morning bloc, which now 
has an “audience leadership over 
all other networks” according to 
Nielsen, is the most valuable time 
in network radio. 

Mr. Durgin predicted that 1957 
will be a good year for network 
radio generally and termed reports 
of affiliated stations going inde- 
pendent as “exaggerated” and 
“based on two widely publicized 
examples rather than any indus- 
try-wide trend.” He added: “While 
network payment to stations is not 
what it used to be ten years ago, 
network programming and news 
service still make affiliation with 
a network valuable.” 


LETS ALL BARE ARMS TO 


Your Company isO 
REE POLIO 


CALL TO ARMS—This poster invites employes of Pennsylvania Trans- 
former Co. to get free anti-polio shots. The company’s hope is 
that such free inoculations will promote more use of the vaccine 
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Fawcett Names Harris 

Fawcett Publications has ap- 
pointed Rodger C. Harris manager 
of its Michigan and northern Ohio 
territory, with offices in Detroit. 
Mr. Harris moves from Look to di- 
rect representation of True, Me- 
chanix Illustrated, Fawcett Wom- 
en’s Group, Fawcett Men’s Group 
and Fawcett’s specialized books 
and annuals. At the same time, 
Fawcett has appointed Douglas 
Galbraith to its Detroit staff. Mr. 
Galbraith formerly was with Pe- 
tersen Publishing Co. 


NBC Advances Heinemann 

George A. Heinemann has been 
appointed director of program 
planning and development for the 
NBC-owned stations. He also will 
continue in his present post as pro- 
gram manager of WRCA-TV, New 
York. 


by adults. 


Celotex Ads to Feature 
‘Homes Women Asked For’ 
Celotex Corp., in its 1957 na- 
tional advertising and in its 1957 
“Book of Homes,” will feature 
“The homes U.S. women asked 


Manufacturer Urges 
Companies: Promote 
Polio Shots for Adults 


CANONSBURG, Pa., Jan. 2— 


for.” The homes were developed | Pennsylvania Transformer Co. is 
from ideas set forth at the U-S.| offering free polio vaccine shots to 


Women’s Congress on Housing, ac- 
cording to Celotex. The campaign 


its 1,600 employes to help publi- 
cize availability of the vaccine for 


will get off to a start with page | adults and it is inviting other com- 


and a quarter ads in Life, Jan. 14 
and March 11, and The Saturday 
Evening Post on Feb. 16 and April 
13. American Home, Better Homes 
& Gardens, House Beautiful and 
Living for Young Homemakers are 
also on the 1957 schedule as are 
farm publications and trade mag- 
azines. 

The consumer ads invite readers 
to send for the 1957 “Book of 
Homes,” which gives designs and 
floor plans for 19 moderate cost 
homes. The booklet is also avail- 
able through Celotex dealers, 
MacFarland, Aveyard & Co., Chi- 
cago, is the agency. 


Parker Boosts Parker, Biety 

George Parker, formerly export 
advertising manager of Parker Pen 
Co., Janesville, Wis., has been ap- 
pointed assistant to the vp in 
charge of export sales. Joseph W. 
Biety, formerly assistant advertis- 
ing manager in the domestic divi- 
sion, succeeds Mr. Parker. 
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tor to make lollipops. Packed in a 
small envelope, it needed next to no | 
storage space and took only a few | 
minutes to prepare. Burgoyne panel- 
tested the flavors in Springfield, 


Phoenix and Cedar Rapids, found a 
right brisk market ready and wait- 
ing. If you're planning to market a 
new line of fried frog or poached 
platypus eggs, Burgoyne is a handy | 
man to know. Three pistol shots will | 
bring him runnin’. 


FIRST NATIONAL BANK BLDG. CINCINNATI 2, OHIO 


“Make a note, Miss Kelsey... I want all the space 
buyers moved to this side of the building.” 


The Cincinnati Daily Enquircr is solid No.1 
right down the line. Including a 21,000 
edge in City Zone circulation...a healthy 
lead in Retail Display Linage. Get full story 
from Moloney, Regan & Schmitt, Inc. 


panies to follow suit. 

“Polio authorities tell us that 
very few adults are arranging for 
shots, despite the fact that one out 
of every four polio cases involves 
persons 21 years of age or clder,” 
says W. E. Kerr, company vp. He 
says his company’s program of free 
shots, in addition to protecting em- 
ployes from the disease, is designed 
to help get the word around among 
adults that they can and should get 
the anti-polio shots. 

In its invitation to other com- 
panies to join in this effort, Penn- 
sylvania Transformer offers to 
share its experiences in administer- 
ing the program and to provide at 
cost the printed material the com- 
pany uses to promote the program 
among its employes. 

Material used in the company’s 
internal campaign includes a 22” 
by 28” poster (available on paper 
or cardboard) headlining the cam- 
paign slogan “Let’s all bare arms to 
conquer polio,” a letter to employes 
explaining the program, a pam- 
phlet giving answers to questions 
about Salk vaccine and a registra- 


tion card for interested employes. | 


The poster carries no company sig- 
nature, so that copies of it could be 
used by any company. 


s All employes who sign up for the 
vaccinations will be given three 
shots over a period of nine months 
to a year to obtain complete im- 
munity. The company physician 
supervises the vaccinations, which 
are administered in the company’s 
first aid room during working 
hours. 

Information about the company’s 
program and the printed material 
is available from Pennsylvania 
Transformer Co., Box 330, Canons- 
burg, Pa. Inquiries by phone 
(SHerwood 5-9100) should be di- 
rected to I. R. Isaacs, ad manager 
(after 5:00 p.m. call LOcust 1- 
7944) or C. V. Walker, assistant ad 
manager (after 5:00 p.m. call LO- 
cust 1-8045). 


More Car Renting Is Seen 
According to a survey in Tazi- 
cab Industry—Auto Rental News, 
an even greater boom is predicted 
for the next ten years in the fast- 


growing car and truck rental-leas- | 
ing industry. The publication fore- | 


casts that the rental industry will 


own and operate 500,000 cars with- | 


in a few years. At present, the total 
number of cars operated is esti- 
mated at 260,000. 


Meat Packers 
Sales 


KINGAN MEATS, through 
lindsey and Co., reports: 


“The Cisco Kid played a 
large part in the most 
successful promotion we 
have ever run... . While 
| will not give you the ac- 
tual percentage of sales 
increase, | can fell you 
that the sales increases 
were very substantial.” 


Ask to see 


more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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‘Company Co-op’ 
Now Prevails in 
Auto Advertising 


(Continued from Page 1) 
meeting with its dealers. 

Ford has said that at that time it 
will outline a new dealer contract 
which will be “a definite departure 
from the past and which the com- 
pany believes may serve as a 
guidepost for the industry.” 

American Motors Corp. is also 
expected to join the parade soon, 
though it will say nothing now 
except that “as of today” it has not 
changed its ad program. That 
company apparently has never en- 


tertained much doubt, however. 
Right after the initial General 
Motors announcement an AMC 


spokesman flatly predicted that the 
whole industry would follow GM’s 
lead. 


® In South Bend, Studebaker- 
Packard Corp. is thinking the mat- 
ter over, but is not at all sure it 
will follow the other companies. 
Ken Steadman, coordinator of the 
company’s ad budget, said S-P is 
well satisfied with its present co-op 
scheme—in which, incidentally, the 
company differs from the Big 
Three in paying more for co-op ad- 
vertising than do its dealers. 
Studebaker plans to take some 
time, see how dealers react to the 
new approach, how consumers like 
the new prices, and “why the other 
companies are making the change.” 


= One reason for the change, of 
course, was an impending contest 
with the Justice Department over 
the legality of old-style co-op 


HAPPY HAPPENSTANCE—This ad for 
Carstairs White Seal whisky 
gained impact by its juxtaposi- 
tion with the “Get All Three” 
headline in the neighboring ad. 
It appeared in the Richmond 
Times-Dispatch and complies 
with Virginia law, which limits 
liquor ads to a display of the 
brand name and bottle. Dowd, 
Redfield & Johnstone, New 
York, is the Carstairs agency. 


White Seal 


CARSTAINS DISTILLING CO, BALTIMORE. 
WHISKEY, 86 PROOF, 7124 MEUTRAL 


however, denied that there would 
be any substantial lightening of 
the paperwork. They told AA they 
still must keep sales records and 
that the ad funds must still gen- 
erally “follow the cars.” 


® On the other hand, nearly every- 
body questioned by AA remarked 
on a gain in “flexibility” under the 


levies (AA, Dec. 10). This, in turn, 
was provoked by what Detroit 
terms a “small but vocal group of 
dealers.” 

Among this group, it is said, was 
a lusty troupe of Buick dealers who 
objected to that division’s “satura- 
tion” practice of funneling ad 
money into markets which held the 
greatest promise for Buick sales. 

No doubt General Motors could 
have reacted to dealer and govern- 
mental rustlings by actually turn- 
ing the co-op collections back to 
the dealers for spending. But there 
is no indication that it seriously 
considered this approach, which 
has a sad history. 

In the middle 1930s Studebaker 
Co. tried it. It suddenly turned 
over all dealer appropriations to 
the dealers, handling only national 
advertising itself. But the effort 
was a flop, a sales official of the 
period recalls: Despite their pro- 
testations and hurrahs, he told AA, 
the dealers just wouldn’t spend the 
money, at least on advertising. 


s Among dealers, the general feel- 
ing about their new status still 
appears to be that they are faced 
with chiefly a “bookkeeping” 
change. Originally, dealers were 
supposed to absorb their co-op as- 
sessments as part of their cost of 
doing business. 

In practice, they have almost 
uniformly passed the charge on to 
the consumer, a function the fac- 


tory will now take over from them. | 
As a result, Chrysler figures its| 


new plan will only mean an in- 
crease in excise tax for the auto 
buyer. For all of its lines, it figures 
that increase at an average $3.25. 
One of the virtues of the new 
“one-fund” system is supposed to 
be easier bookkeeping for the auto 
makers and their agencies. Now, 
it has been argued, GM and Chrys- 
ler will no longer have an obliga- 
tion to keep track of co-op dealer 


payments in order to spend the 
money roughly in the areas it 


comes from. 


Auto ad agencies queried here, 


new system. This meant that the 
motor companies could place their 
advertising according to need rath- 
er than obligation (as in Buick’s 
“saturation” technique). A Chrys- 
ler spokesman phrased it as “a 
more flexible operation permitting 
a faster response to local market 
situations.” 

Among media and agencies out- 
side Detroit there has been a gen- 
eral feeling that the new “flexibil- 
ity” will also mean important shifts 
in media placement, with more 
emphasis on national media, less 
on certain local media for which 
dealers have traditionally gone to 
bat (AA, Dec. 24). 


® Even here, though, Detroit agen- 
cies have registered a dissent, ar- 
guing that dealers will still have 
a “big say” in media and market 
decisions (though one admitted to 
a possible media shift “because we 
won't be tied down”). 

In general, agency and advertiser 
executives here have tended to 
minimize the new change. One 
|agency exec said: “We still have 
two advertising funds—one for na- 
tional and one for local advertis- 
ing. The only difference is that the 
/entire amount of the local adver- 
tising will be put up by the factory 
and added to the car as priced to 
the dealers.” 
| An exception was Carl Georgi, 
media expert for D. P. Brother & 
Co., who frankly deplored the 
death of the old cooperative pro- 
| gram. 


s “It was unique in advertising 
and envied by most of industry,” 
he told AA. “Certainly, it brought 
the factory and the dealers close 
together.” 

Still another agency hand found 
consolation in the flood of publicity 
which has recently churned up 
long-hidden details of automotive 
co-op. “Now that the whole auto- 
mobile advertising picture has been 
given it should be a healthy thing 


T. M. Hunt, Alcoa 
Ad Manager, Named 
‘IM’ ‘Man of Year’ 


Cuicaco, Jan. 2—Torrence M. 
Hunt, advertising manager of Alu- 
minum Co. of America, Pittsburgh, 
has been named “Industrial Ad- 
vertising Man of the Year” by 
Industrial Marketing in its Jan- 
uary edition. 

Mr. Hunt was selected for the 
honor, IM said, “because of the 
excellence of Alcoa’s advertising 
in 1956.” He has been advertising 
manager of Alcoa since April, 1955. 
The advertising objectives of 
Alcoa, Mr. Hunt said, are to help 
sell present capacity and to help 


Torrence Hunt 


“open up new markets and uses 
to absorb the growing production 
capacity which will be operative 
shortly.” 


® To reach the objectives, he ex- 
plained, the company’s promotion 
activities are concentrated in me- 
dia advertising, product publicity, 
merchandising the advertising, 
technical literature, salesmen’s 
aids and such sales promotion as 
films, trade shows and direct mail. 
Mr. Hunt joined Alcoa as a sales 
engineering trainee in 1947 and 
served in various capacities, in- 
cluding manager of the company’s 
college recruitment and technical 
placement program, until his pro- 
motion to advertising manager. 


Rosenau Joins Kling Film 


for the industry,” he said. 


Paul G. Rosenau, formerly with 
the Jam Handy Organization, De- 
troit, has joined Kling Film Enter- 
prises, Chicago, in an account ex- 
ecutive capacity on the sales staff. 


Abolish Air Mail, 


(Continued from Page 1) 

Department officials apparently 
regard the proposal as a historic 
turning point in the development 
of postal service. 
With the deterioration of rail 
service they have long contended 
that mail service is severely de-| 
layed by existing law specifying 
that first class mail must move by 
surface carrier. 


s Within the department there is 
strong feeling that really first 
class service will be achieved only 
when letters use the best available 
method of transportation. 
Extensive tests with 3¢ mail-by- 
air during the past three years 
confirm the time-saving features 
of this kind of a flexible arrange- 
ment. But railroads have obtained 
court decisions which specify that 
the 3¢ mail-by-air service must be 
confined to a test basis and cannot 
be adopted as a permanent large- 
scale system of handling mail un- 
til there is specific congressional 
authorization. 

The proposal to eliminate the 
transportation barrier in the han- 
dling of first class mail has the 
promise of some economy in mail 
handling, since it would no longer 
be necessary to process air mail 
and first class mail separately. 


® Of greater significance, however, 
is its potential impact on the plan- 
ning and construction of future 
terminals and central offices. 

At the present time the depart- 
ment is embarking on the greatest 
construction program of its his- 
tory, to relieve the shortage of 
space which is regarded as the 
chief cause of service breakdowns 
in many metropolitan areas. 
Sponsors of the “most expedi- 
tious” method plan believe the de- 
cision to carry long haul first 
class mail by air would make it 
unnecessary to process most in- 
coming mail inside the big metro- 
politan areas, and would therefore 
have a profound impact on the 
future space requirements of the 
department. As in some areas, for 
example, it is said that much of 
the incoming mail could be sorted 
at the airport where ample space 
is available, and relayed by heli- 
copter to substations, thus elim- 
inating cross hauling through 
crowded streets of the business 
section. 


= Aside frcm its promise of better 
service on long-haul mail the plan 
is particularly appealing to the 
administration because it is the 
biggest money raiser that rate 
makers could devise. 

By bringing in an additional 2¢ 
on each first class letter, it would 
add roughly $550,000,000 to the 
department’s income. The loss 
from airmail, reduced from 6¢ to 
5¢, would amount to only $17,000,- 
000 


Other aspects of the 1957 rate 
bill have apparently been pushed 
to the background in order to fo- 
cus the spotlight on the depart- 
ment’s new plan for letter mail. 

Since the department obviously 
would not seek to increase the 
letter rate without proposing in- 
creases for other classes of mail, 
one of the big unanswered ques- 
tions is what it will do about sec- 
ond and third class mail. 


® During the preceding years the 
department tried unsuccessfully to 
get a 30% increase in second class 
(in two annual stages) and a 1%¢ 
rate on bulk third class. 

House members outdid the de- 


more than double the rate on ad- 


mail over a five-year stretch. 


partment last year and voted to 
vertising portions of second class 


The bill died in the Senate post 


First Class, Have 


One 5c Rate, Summerfield to Propose 


|office committee in the adjourn- 


ment rush after publishers ap- 
peared in unprecedented numbers 
to warn against such steep in- 
creases. 

In view of the recent failures in 
the magazine publishing industry 
the department might not choose 
to see its bill embroiled in another 
knock-down fight over second 
class rates, and might be inclined 
to advocate more modest increases 
which would be less vulnerable to 
attack from the publishing indus- 
try. One prospect might be a se- 
ries of three 10% increases in an- 
nual stages, similar to the series 
which were absorbed by publish- 
ers several years ago. 


® Despite the strong appeal which 
proposals for improved service are 
likely to have, postal officials have 
been warned to expect strong re- 
sistance if a 5¢ “best-available- 
transportation” plan is forwarded 
to Congress. 

Railroads could be expected to 
resist any diversion of their busi- 
ness to air carriers, and members 
of Congress could be expected to 
rebel against a 2¢ increase in the 
rate for local mail, where there is 
no corresponding benefit to the 
user. 

The sharp fight which railroads 
waged against the experiment 
with 3¢-mail-by-air is a tip-off to 
the kind of resistance the Post Of- 
fice can anticipate from the pow- 
erful railroad lobby. 

On the other hand the depart- 
ment itself is less inclined to treat 
railroads with kid gloves than it 
has been in the past. 


Oregonians Seek 
to Stave Off New 
Anti-Ad Statutes 


EvucENeE, Ore., Jan. 2—All mem- 
bers of the Oregon state legislature 
have received a statement on “Ad- 
vertising and Legislation” over the 
joint signatures of the Oregon 
Newspaper Publishers Assn., Ore- 
gon State Broadcasters Assn., and 
the Oregon Advertising Club. 

The purpose is to help forestall 
anti-advertising legislation which 
is expected to crop up when the 
state legislature goes into session 
Jan. 14. 

The statement explains the func- 
tions and purposes of advertising 
and points out that misleading and 
false advertising is already ade- 
quately prevented by state statute. 


s Nothing should be done, the 
statement says, to prohibit or re- 
strict the use of legal, ethical ad- 
vertising, particularly by certain 
groups within society (and espe- 
cially groups whose business de- 
pends upon state licensing). 

“When all the window trimming 
is stripped from these anti-adver- 
tising proposals,” the statement 
written by Carl C. Webb, manager 
of the publishers associations, says, 
“they usually are found to hinge 
on one economic fact: Certain 
members of a group want to pro- 
tect their business from others who 
are more progressive and who use 
advertising to help sell their goods 
or services.” 


Cleveland ti Club Elects 

V. G. Brettman, vp of Watson 
Publications, has been elected pres- 
ident of the Cleveland tf Club. 
Other new officers are James K. 
Gillam, Penton Publications, lst vp; 
and Hal Morgan, Conover-Mast 
Publications, 2nd vp. New board 
members include Greg Johnson, 
Pit & Quarry; Burton M. Yost, Pub- 
lic Works Journal Corp., and Ray 
E. Keine, Gillette Publications. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge 


$5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lewer case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


ASSISTANT EDITOR 

Farm Implement News of Chicago has an 
opening for an assistant editor. A farm or 
farm equipment background is preferred 
but not essential. For interview send resu- 
me of qualifications and salary require- 
ments. Address: 608 S. Dearborn St., Chi- 
cago 5, Illinois. 
Copy and layout talent wanted for visual 
presentation development. Newspaper ex- 
perience and research understanding help- 
ful. Samples of work will make best ap- 
plication 

Box 9203, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 
For an Advertising Salesman who Wants 
to Work like a Marketing Consultant in 
Chicage 
Our problem is to be plausible; so every 
word of this has been studied. 

We need an intelligent salesman who 
can apply the most modern tools of mar- 
ket research to analyze the problems of 
industrial advertisers and convert this in- 
to advertising in one of the country’s top 
ten industrial magazines. All research data 
supplied by the Publisher ; 

sing this strategy our entire field force 
is successful, know of this offer. Man for 
Chicago must be mature but not over 40; 
steady and hard-working, assume respon- 
sibility 
and assuring immediate high level income 

The opportunity is outstanding; so man 
will be carefully selected. Send resume. 
Confidence completely respected 

Box 9204, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me row!!! 
202 S. State St., Rm. 1116 


AGENCY-EXPERIENCED COPYWRITER 
Continuous expansion program opens key 
copy spot at this established Midwestern 
agency. Job demands seasoned writer who 
is prolific in all print media—some radio 
and TV experience also desirable. Quali- 
fied candidates up to age 45 assured fair 
consideration. Good starting salary with 
scheduled increases for right man. Send 
resume and representative samples of 
your creative work. (Samples returned if 
desired.) All replies confidential 
Box 9205, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illirois 


BUSINESS MAGAZINE 
SPACE SELLING 
TRAINEE 

For college graduate of character, 
sonality, initiative, and capacity to think, 
this is real opportunity with leading in- 
dustrial business magazine located in New 
York. Experience in advertising or pub- 
lishing not essential 

For about two years trainee will travel 
extensively in Northern industrial states 
contacting readers, to learn who they are, 
what they do, how they buy. Thus this 
trainee will be preparing himself to later 
become a top-level space salesman who 
will be able to interpret readers and their 
buying potential to advertisers 

No selling of subscriptions or space while 
training. Salary and expenses. March Ist 
start. Send all facts in outline 

Box 9206, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


for advertisers now on contract | 


per- | 


COPYWRITER 

Permanent position assisting preparation 
|industrial and consumer advertising for 
established commercial laundry and dry- 
|cleaning equipment manufacturer. Some 
|experience in type, layout and mechanical 
production essential. State background, 
references, age, present salary. Replies 
| confidential. Write: Bishop David Freeman 
| Co., Attention: D. A. Freeman, 1600 Foster 
Street, Evanston, Illinois. 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
|MOLENE An 3-4424 
| Bankers Bldg. Chicago 3. 
| MARKET ANALYSIS AND 
SALES PROMOTION 
Permanent position, new department, old 
established firm, distributors industrial 
| products nationally through jobbers. Must 
| have proved record of useful creativeness. 
| Write in detail, stating background, refer- 
ences, age, present salary. Replies confi- 
| dential. Write:Bishop David Freeman Co., 
| Attention: David A. Freeman, 1600 Foster 
Street, Evanston, Illinois. 
| ASSISTANT ACCOUNT EXECUTIVE 
|If you currently have a responsible posi- 
tion working on national brands in the 
| media, research of marketing departments 
of a large Advertising Agency, but feel 
| that ultimately you would like to be an 
j}account executive, this opportunity will 
interest you. 
A leading New York agency has an as- 
sistant account executive position for a 
| bright, capable young man with at least a 
year’s advertising experience. If you are 
interested, please send resume stating age, 
education, military service and business 
|}experience. Salary commensurate with ex- 
| perience 
Box 9218, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


| 
| 
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TO 
CROWELL-COLLIER 
PERSONNEL: 


We need a Ist Rate Ad Manager. A 
real Professional who can do a job... 


TIGER magazine 
624 S. Michigan Avenue 
Chicago 5, Illinois 
George Fox, Jr., Publisher 
P.S.—We could use another Editor, too! 


COPY WRITER 


For advertising staff of consumer 
oods manufacturer near Milwau- 
ee. College degree plus one or two 
ears experience required. 

his is a permanent position with 
interesting assignments in all types 
of advertising media. Company is 
well rated and has a steady growth 
history. Better than average living 
conditions in suburban area. 

Write in complete confidence giving 
personal data and experience. In- 
terview arranged in Milwaukee for 
|] those who qualify. Members of our 
have been advised. 
jrite: 


Box 394 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


arts 
greater creative growth. 


other benefits. 


fidentiol. 


Immediate Opening for 


AGENCY ART DIRECTOR 


at Cunningham & Walsh, Chicago 


We hove on unusual opportunity for an Art Director 
in our rapidly growing Chicago Office. The standards 
of our Art Department are high; he must be creative, 
not just a skilled renderer. 


These ore the qualifications we are looking for: an 
ability to find more than one good solution to a crea- 
tive design problem; thoroughly competent to turn out 
rough visuals that are crisp and convey a sound design 
sense; maturity to take full responsibility for assigned 
accounts; a thorough knowledge of art and phologra- 
phy buying; several yeors experience in the graphic 
field, preferably with agencies; 


If you have these qualifications, then you will be in- 
terested in this job with Chicago's fastest growing 
agency. Salary is attractive. Bonus, profit sharing and 


Send résumé and somples to our Art Director, or call 
ANdover 3-3138 for an appointment. All replies con- 


CUNNINGHAM & WALSH INC. 
6 North Michigan Avenue, Chicago 2, Illinois 


ambition for 


POSITIONS WANTED 
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POSITIONS WANTED | REPRESENTATIVES AVAILABLE 


PRODUCTION MAN—TYPE DIRECTOR 
Philosophy: Yes, It Can Be Dene! 
20 years practical graphic arts production 
experience. With present firm 9 years 
Control expert on engravings, lithography 
and letterpress. Wants challenging change. | 
Box 9155, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Chemist—33 would like to break into tech- 
nical writing, adv., or sales promotion. 
Willing to start as part-time or free-lance. 
Met. NYC 
Box 9196, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Air Force PR officer, now civilian-6 yrs 


exp in adv, sis prom, 28 ready to roll 
again. 

Box 9177, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


CAN YOU AFFORD A 
SPACE SALESMAN THAT PRODUCES 
680,680 lines SOLD for a weekly paper 
Seeking brighter future, more pennies 
College, age 32, 7 yrs. adv sales & mark. 
Box 9207, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| 
|"NEED A NICHE—I've had six years ad Young, poised and highly creative repre- 


experience in the publishing business, the sentative seeks publication. Will complete- 

last three as a partner. I’ve purchased | ly cover N.Y.C. and north east. Excellent 

over $500,000 worth of printing and placed | producing record. Offering top agency and 

more than that in advertising. I’m |company contacts, energy and ambition. 

married, college grad., creative and eager. Box 9166, ADVERTISING AGE 

No a wr refused. 480 Lexington Ave., New York 17, N.Y. 

ox 9214, VERTISING AGE = = 
200 E. Illinois St., Chicago 11, Illinois BUSINESS OPPORTUNITIES 

PUBLIC RELATIONS “Rural suburbia growing FAST 

Experienced in PR and publicity on con- Test it NOW in ka 

sumer industrial products. Have created Sanders ABC_3,Geneseo, N.Y. 

and produced special events; prepared and |I have $500,000 to invest in a good Trade 

Paper property—Must be an expanding 


placed releases, features, for major media. 

Box 9215, ADVERTISING AGE Market with opportunities for increasing 
sales. 
-OR- 


480 Lexington Ave., New York 17, N.Y. 
CREATIVE LAYOUT & ART DIRECTION 

WHl back a new publication that has a 
sound basis and good opportunity for Suc- 


Fully exper. man with modern flair seeks 
perm. or free lance spot in Chgo. agency. 

cess. Any information will be kept in 
strict confidence 


Box 9191, ADVERTISING AGE 
Box 9216, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
LAYOUT MAN—Free lance, Versatile, | 999 Iilinois St., Chicago 11, Illinois 
MISCELLANEOUS 


Modern design, layout thru Printed piece 
Box 9217, ADVERTISING AGE 
ACCOUNTING SERVICE 
Monthly Bookkeeping - Taxes 


HIS WORDS SING! 
Large-agency v. p. and copy director, just 
retired but too young to quit, wants free- 
lance assignments. Distinguished 30-year 
record as writer, counsellor and idea man. 
Now at all-time peak in creativeness and 
marketing experience. Strong technical 
background. But—above all—creative! You 
risk nothing to learn more about him. 
Box 9208, ADVERTISING AGE 
480 Lexington Ave., New York 17,N.Y. | 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 
litho, letterpress, publ. and package. 
Worked in agcy. engrav. print and publ. 
Box 8974, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Account Executive for leading agency 
offers 9 years of sound advertising and 
marketing background to agency or cons. 
products advertiser. Write for resume. 
Box 9175, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


200 E. Illinois St., Chicago 11, Illinois 
Statements 


9-2781 
ARTI Miss Lee (Chicago area) WEbster 

STs “New Markets for Your Products. New 
2 Design—2 Black and White Products for your Markets’. Consult with 


us for new ideas on increasing your busi- 
ness or adding new items to your line. 
Lerner Creations. 2003 E. 33rd St., 
Kansas City 9, Missouri. 


A nationally known paper-board 
manufacturing company, located in 
Chicago, has openings for black and 
white artists experienced in produc- 
tion lettering and key-line drawing. 
Also need two artist designers wi 


Jur 46th Year 


a strong feeling for creating modern ADV. MGR., Industrial to $14,000 
design. Must be experienced in pro- ASST. ED., House Organ. Must 
fessional comp. lettering and know serv. station bus. to $7500 


sketches. Excellent opportunities to 
progress and develop within a 
growing organization. Please reply 


MEDIA, print. 1-3 yrs. exp. 
Major age to 
ASST. ADV. MGR., indust. 


giving full details of education, ex- LAYOUT. Buy finished art 
Ager 200°, ||| Towa, to see 
St.,’ Chicago 11, linois. GLADER CORPORATION 
“The Agency's Agency” 
Don Harris, Dir. Adv. Div 


YOUNG BLUE-CHIP HARD GOODS AE 
Cheer up, ivory hunters, help is on its 
way. AE in mid 30s seeks chenge. Ind. ad 
expert (many awards, published articles) ; | 
consumer hard goods experience. 10 yrs. | 
copy & contact on bluest of the blue! 
chips. Know print media. Excellent plan- 
ner and program builder, good contact | 
man & copywriter. Clients listen to me. | 
Hard, fast worker, high integrity. Bus. ad 
grad. Want cons. hard goods or cons. pro- | 
motion of ind. prods. ‘a la Orlon). Ready | 
to handle smaller accounts ($100-390M) on | 
own or be div'’n’l AE on big ones. Now | 
5-fig AE with well-regarded low-paying 
agency. Pref. East but will move. Married 
2 children (hearty eaters). Reason for 
change: more $$. Min sal 
Box 9209, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Young Creative Man: sales, prom., mdsg. 
exp. Desire position with mfr. or agency 
Avail. in Jan. Refs., resume on request 
Box 9210, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MANAGER 
12 years experience all phases of adver- 
tising. Highly creative. Prefer N.Y. area 
Box 9211, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
INDUSTRIAL COPYWRITER. 
At present copy chief small 
year’s solid agency copy exp. on variety | 
of industrial & consumer accts. Desire to | 
specialize in industrials in larger agency. | 
29, married. Min. sal. $7,500. Resume, | 
samples sent on request | 
Box 9212, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N.Y. | 


ADVERTISING AND P.R. EXEC 
Industrial Adv. & PR Mgr. now directing 
activities of medium size, diversified elec- | 
tronics corp. seeks new horizon. Young, 
energetic, talented. Combines engineering 
degree with proven marketing 
administrative and leadership ability 

Box 9213, ADVERTISING AGE 
480 Lexington Ave., 


agency. 


ADVERTISING MANAGER 
OR ACCOUNT EXECUTIVE 


8 years solid advertising experience. Sales 
romotion, public relations, sales train- 
fos. merchandising. Currently heads two 
ad divisions, major appliance industry 
leader. Effective speaker; strong on field 
contact. $12,000. Chicago area only. 

ADVERTISING AGE 


200 E nois St., Chicago 11, Illinois 


A PLUS-ASSET 
for your company 

Enterprising executive of diverse talents 
is eager to channe! his zeal for the fur- 
ther success of your business. He is ad- 
mirab!y suited to serve as— 

@ Director of Sales Promotion 

@ Director of Advertising 

@ Director of Public Relations 

@ Director of Employee Communications 
having valuable to 


His assets proved 


others, they are worth a substantial sal- 
ary to your company 
Correspondence invited whether you 


have an immediate 
would like to find « 
your future needs 
Age, 200 E 


pportunity or merely 
t how he might serve 
Box 391, Advertising 
Illinois St., Chicago 11, Tl 


| 
req: $14-15M | 
| 


| taking charge of our media 


‘| able. Box 395, Advertising 


acumen, | 


New York 17, N.Y 


1109S. Dearborn CE 6-5353 Chicago 


MEDIA DIRECTOR 
WANTED One Man Agency 
Wallowing in a mass of 


This prominent 4-A Chicago detail — financing —too 
Agency has an exceptional uch ove rhead 
opening for a well-rounded tes your peters, 
edia man. One with a we offer ay the Gouil 
services of a medium 
good background knowl. sized, fully recognized 
edge of all media, news- and high credit organiza- 
aper, radio, television Hon in which you, can 
keep full independence 
particularly spot), maga- of operation. 
zines, farm papers, indus- 
trial and trade. We are look- 
ing for a man capable of 


All letters strictly con- 
fidential. 

Address Box No. 390 

Advertising Age 

200 E. Illinois Street 
operation, direction of Chicago _11, Tlinois 
schedules, estimates, or- 
ders. Write us giving full 
outline of your experience 


and send snapshot if avail- 


The Midwest's 
outstanding placement 
service for Adv. -Art & 

allied fields 


By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


a good, high caliber 
copy and idea man 


TO . . . work on consumer, merchan- 
dising and literature copy for: 
(1) Anew electronic house air filter 
(2) Electrical major appliances 

480 Lexington Ave., (3) Industrial heating and ventilat- 

New York 17, N. Y. ing equipment 

ALSO . . . will have opportunity to 

work on consumer and merchan- 

dising copy for such products as: 

(1) Household foil 

(2) Water heaters 

(3) Do-it-yourself items 

(4) Construction equipment 

(5) Building products 


Executive 


Placement 


Age, 200 E. Illinois Street, 
Counselors 


Chicago 11, Illinois. 


PROMOTION MANAGER 


Retail business vublication, lo- 
cated in New York City, has 
|| fine opportunity for young and 
|| resourceful promotion manager. 
Knowledge of retail distribution 
and merchandising helpful. Give 
‘| education and experience. If 

et mage employed by a pub- 
ication, give details. 


Box 383, Advertising Age 


EXTRAORDINARY OPPORTUNITY 
FOR FINISH ARTIST 


Excellent opportunity for experi- 
enced, ambitious artist with ability 
to render clean, crisp Comps., han- 
die all types of Finish Art, including 
some figure work . no layout 
necessary. This is a real challenge 
to the man that wants to really “go” 
and “grow” with Western Wiscon- 
sin’s only fully accredited Advertis- 


ing we won't quibble about 
salary w e man that’s got the HTH HTH 
Spill AGENCY . . . has $3 million billing 


on our exceptionally interesting 
Pension Plan and Profit Sharing 
Plan .. . for real future security 

The door’s wide open for the right 
man you'll enjoy every day 

you live in this beautiful, friendly 
city of 55,000. Good working condi- 
tions . good living conditions for 
yourself and family. Call us now or 
write and include full résumé and 
samples 


| JEFFERSON ADVERTISING AGENCY 


including a substantial amount of 
sales promotion, merchandising 
campaigns and sales literature. 
Occupies own air conditioned 
building. 

LOCATION . . . In Louisville, a pleas- 
ant and friendly place to live. 


OPERATION . . . No bull pen opera- 


316 Exchange Bidg., La Crosse, Wis. 


A MESSAGE TO 


mendous. For the right books. For the 
But publishers of one or even several 
| that the handfu! of larger operations 
| little plans. 

If you share this thinking and are 
crows trade magazines with a minim 
we'd like 


tion, a combination of bot 


each the leader in its field. We have 


New York 17, New York 


TRADE MAGAZINE PUBLISHERS: 


The opportunity for growth and oupensten in the trade magazine field is tre- 


to talk to you with a view of consolidatin 
of this size and scope. Our approach is completely 

c , OF any arrangements you may care to 
We are publishers of two long established, audited, profitable trade magazines, 


confidence. Principals only. Box 393, Advertising Age, 480 Lexington Avenue, 
rk. 


tion. You will have complete copy 
authority for accounts you work 
on, responsible only to A.E. 
ACTION ... Write today giving photo, 
complete résumé and salary re- 


A FEW, SELECT 


right people. With the proper apprenss,. 
magazines cannot do the kind of a job 
are able to tackle. This is no time for 


a publisher of one or more profitable, , 
um annual volume of $200,000 per book, quirements. 
a few publishing companies 
exible—merger, cash acquisi- BOX 389 


suggest. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


a young, strong organization. Reply in 


86 
as 
| 
| 
| 
| | 
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Advertising Age, January 7, 1957 


Ads Can Close Gap When Standards 
of Living Lag Behind Income: Resor 


(Continued from Page 3) 


advertising of a worthy product or 
“In relation to rising income, 


service, while serving the self- 
the creation of wants is the more|interest of the producer through 
important,” he said. “Humanjincreased profitable sales, does 
wants, of course, are potentially | certainly, at the same time, con- 
insatiable, but they take time to| tribute importantly to our national 
develop. economy in educating many people 
to a higher standard of living.” 

s “When suddenly—as we are do- 
ing in this country—you raise pro-| # Mr. Resor thinks that advertis- 
ductivity, and hence the ability to|ing might change basic economic 
pay for goods, there is a time lag | trends; that, for instance, it might 
in the development of wants. That| help avert another depression. In 
is, people moving from the ‘wrong | addition, he pointed out how it 
side of the track’ to the ‘right side might help farmers: 

of the track’ don’t immediately| “On the basis of the $535 billion 


AB? TORS 


87 


sult of trading stamps would shift 
costs of stamps from retailers to 
consumers.” 


Lee Rubber Boosts Three 

Lee Rubber & Tire Corp., Con- 
shohocken, Pa., has appointed B. 
Herbert Lee, formerly advertising 
manager, director of sales to man- 
ufacturers and national accounts. 
The company also has named E. W. 
McCreery, formerly vp, to the 
special post of sales consultant, and 
Frank X. Hines assistant advertis- 
ing manager. 


Recipe 


change their whole living standard 
in proportion. 

“Education through advertising,” 
continued Mr. Resor, “could go 
a long way in changing people’s 
desires as they move up in pur- 
chasing power. And these changes 
could have tremendous impact on 
the consumption of both basic 
commodities and agricultural prod- 
ucts.” 

Advertising educates people “to 
a higher standard of living,” said 
Mr. Resor, adding: “I look upon | 


economy of ten years from now, 
potential meat consumption in 
terms of pounds could increase by 
60% over the total 1955 consump- 
tion—an - oppertunity -for an in- 
crease of some 16 billion Ibs. in 
annual demand. 

“Advertising would need only to 
educate people moving up in in- 


produced the award-winning 


ART DIRECTORS AWARD—Charles Gee (left), president of the Coca-Cola 
Bottling Co., Baltimore, receives a special citation from the Art Di- 
rectors Club of Boston for the company’s outdoor posters in 1956. 
Making the presentation in Baltimore is John Donnelly, vp of John 
Donnelly & Sons, East Coast outdoor advertising company, which 


for a Catalog 


What are the ingredients that go 
into a prize-winning catalog? Are 
there certain rules to follow that 
always lead to a good finished 
product? In the January ADVER- 
TISING REQUIREMENTS you'll 


posters, shown in background. find the extremely interesting arti- 


come groups to like and desire 
meat in their diet equal to the 
actual diets of the income groups 
into which they move. 

“You can visualize what a 60% 


Stamp Use May Aid Supermarkets at 


cle, “Recipe for a Product Catalog.” 
Tells how American-Standard 
came up with a prize-winning cat- 
alog — working on a carefully 
planned schedule to do it. In this 
same issue you'll also find a tasty 


advertising as the educational|increase in the consumption of 
force—the [activating] force—that | meat in ten years could do for the 
can bring about these needed|farm problem when you realize 


changes in demand. \that it takes approximately 7 Ibs. 


“The aggressive and intelligent | 


of grain to produce 1 lb. of meat.” 


Art Directors Club 
of Chicago Sponsors 
‘Creativity’ Lectures 


Cuicaco, Jan. 2—After a year 
of effort, the Art Directors Club 


of Chicago and the University of | | 


Chicago have put together what 
they hope will be an annual lec- 
ture series for creative people in 
advertising. 

The first series—titled “The 
Creative Personality”’—starts Jan. 
15 in the Art Institute’s main lec- 
ture hall with a talk by Dr. Rollo 
May, New York psychoanalyst. 

In seven successive weeks the 
creative platform will be crossed 
by a novelist, Saul Bellow; a poet, 
Randall Jarrell; an architect, R. 
Buckminster Fuller; a_ painter, 
Abraham Rattner; a composer, 
Leonard Bernstein; a theatrical di- 
rector, Harold Clurman, and final- 
ly a panel of educators and social 
researchers who'll discuss “The 
Creative Man in Society.” 


® In keeping with its intent focus 
on the problem of being creative, 
the Art Directors Club has billed 
its lecturers as among the “world’s 
most creative people.” The series 
appears to have found an audience, 
according to Dean Straka, art di- 
rector of N. W. Ayer & Son and a 
prime mover in the venture. 

With invitations limited to peo- 
ple hh advertising and the graphic 
arts, it has been signed for by more 
than 350 persons, he said, and 
should have no trouble playing to 
a full house of 425. 

Several of the top Chicago agen- 
cies have gotten interested enough 
to split the $35 fee with creative | 
staff members who want to attend, 
he added. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


167 N. LASALLE, CHICAGO 


PUBLICITY 
CONVENTION 


COMMERCIAL 
INDUSTRIAL 


BBDO Names Bristow to 
Succeed Haring, Retired 


Jack Bristow, who _ recently 


moved from the Buffalo office of 
Batten, Barton, Durstine & Osborn 
to Cleveland to handle General 


Jack Bristow Elmore E. Haring 


Electric lamp advertising, has been 
named manager of the agency’s 
Cleveland office. He succeeds El- 
more E. Haring, who has retired 
after 22 years with BBDO. 

Mr. Haring, who joined BBDO 
in 1935, has headed the Cleveland 
office since 1945 and has been 
a vp since 1947. 


Mattel Boosts Jacobs, Holland 
Mattel Inc., Los Angeles toy 


(Continued from Page 2) 
affecting the use of stamps. 

The department said research al- 
ready reported in Progressive Gro- 
cer shows that 80% of the super- 
markets and 56% of the superettes 
using trading stamps had sales in- 
creases averaging 21.3%. Previous 
surveys have established that small 
stores suffered losses of 1.8%. 


® The pamphlet noted that the 
Progressive Grocer report showed 
that only 10% of the supermarkets 
and superettes were able to absorb 
the added cost through increases in 
volume. About 38% reduced their 


| advertising, while others increased 


their margins or reduced the num- 
ber of low-priced specials. 

The department said it does not 
know to what extent, if any, the re- 
duction in the number of food 
stores since 1948 may be attributed 
| to trading stamps. Nor does it know 
to what extent attempts to gain a 


| 
|competitive advantage over non- 


}users have accounted for the in- 
| crease in the use of stamps. 

| There is no reason to assume that 
|the total volume of food products 
, available for distribution, or the 
|quantity consumed at any given 
| time, is affected materially by the 
juse of trading stamps, the report 
| noted. 


manufacturer, has named Cliff Ja- | 


cobs director of marketing and 
Herb Holland sales manager. Mr. 
Jacobs, with the company four 
years, will be responsible for all 
advertising, sales and market re- 
search. Mr. Holland has been with 
Mattel since 1955. Mattel has an 
advertising and sales promotion 
budget of $900,000 for 1957. 


|@ Most grocery stores can handle 
|increased volume without corre- 
| sponding increases in overhead. So 
| it appears probable that reductions 
}in unit costs to stores using trading 
| stamps—reductions resulting from 
| increases in volume of sales— 
usually are about the same as, or 
|somewhat less than, increases in 


We can’t keep anyone else 
in the public domain. But, all 


rights, designs, logotypes, etc. 


cago—we wish an 
our identity shoul 


TO ALL ADVERTISERS 
IN “CHICAGO” MAGAZINE 


Until October, 1956, Contemporary Publications, Inc., pub- 
lished a monthly called “Chicago” Magazine. With the 
October, 1956 issue_publication was suspended for at least 
the time being for lack of funds. 


from using our old title—it’s 
our old friends—and enemies 


—are entitled to know that we have sold none of the pub- 
lishing assets of “Chicago”—neither the subscription list, 
the editorial, circulation and advertising records, the copy- 


The best of luck to anyone starting a magazine in Chi- 
fellow sufferers well. But we think 
be kept straight. 


Contemporary Publications, Inc. 


Expense of Small Stores, U.S. Finds 


|unit costs to competing retailers— 
the increases resulting from cor- 
responding reductions in volume 
sales, it said. 

“Under these conditions, it would 
jappear that the immediate effect 
|of using trading stamps on net in- 
| comes of food retailers as a group 
would be a net decrease in income 
about equal to or greater than cost 
jof acquiring and_ distributing 
stamps. 

“Any advance in prices as a re- 


assortment of other articles and 
features about advertising produc- 
tion, promotion and merchandising. 
Don’t miss it! 

If you’re not a subscriber, sim- 
ply clip this ad and mail it today 
with your $3 check for a year’s (12 
issues) trial starting with the Jan- 
uary issue. Complete money back 
guarantee. 


Advertising Requirements 


The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 


Intertype Fotosetters 


Years of Experience 


For more than five years Warwick has pioneered cold 
type composition, using Intertype Fotosetters. These 
amazing machines are more versatile and capable of 
greater production and higher quality than any other 
equipment available today. 


Advertising agencies, advertisers and printers all over 
the country, quick to recognize the superior quality of 
this modern method of typesetting, has resulted in 
hundreds of satisfied users of Warwick Phototype. 
Write for additional information or, better still, why 
not give Warwick Phototype a trial on your next job. 
We're confident you'll join the host of happy users. 


arwick TYPOGRAPHERS 


920 WASHINGTON AVE., ST. LOUIS 1, MO. 


SERVING CLIENTS IN 40 STATES, CANADA, MEXICO AND CUBA 


| 
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Kodak ‘Reluctantly’ Drops Fair Trade 
Pacts as ‘Ineffective, Unenforceable’ 


(Continued from Page 1) |cision “regrettable” and said his 
was a surprise to most photo-|COmpany was “definitely planning 
graphic retailers and manufac- | to maintain fair trade.” Mr. No- 
turers and their reaction to it was|™mura thought there would be great 
mixed. | interest in seeing to what price 

| Kodak will now slide. 
s By and large, big retailers in| Jack Kusher of the Besseler En- 
metropolitan areas were gratified| larger Co., a strong fair trade pro- 
at Kodak’s officially acknowledg-| ponent, said that fair trade is im- 
ing a situation in existence for possible to enforce when placed in 
some time. Kodak products, from|the hands of intermediaries and 
a roll of film to a $200 camera, can|that Kodak’s decision was there- 
be bought at discount prices in all fore to be expected. Besseler deals 
but a very few large stores. Aban-|directly with its franchised deal- 
donment of fair trade makes it/ers and has every intention of 


possible for the big merchants to 
compete openly with the price- 
shavers. While some small dealers 


expect the price and profit picture | 


to get worse now that there are 
no holds barred, others feel that 
Kodak’s decision gives them an 
opportunity to compete price-wise 
with the mail order photographic 
merchants, a sizable segment of 
the business. 

Kodak’s announcement pointed 
out that “there are now 16 states, 
plus the District of Columbia, 
where it is no longer possible to 
have effective fair trade agree- 
ments either because no fair trade 
legislation exists or because pro- 
visions of fair trade laws have 
been held unenforceable by the 
courts. 

“This situation,” the statement 
explained, “has made the contin- 
ued existence of a retailer fair 
trade agreement in the remaining 
states increasingly difficult and 
unfair to retailers. Because of this 
situation, Kodak has_ received 
many complaints from dealers. 

“While we wish we could con- 
tinue with an effective fair trade 
agreement, we reluctantly have 
come to the conclusion it is im- 
practicable for us to do so.” 


s Kodak’s decision hit the com- 
pany’s major competitor, Ansco, 
with as much surprise as it did 
the entire field. General sales 
manager Robert Dunn told AA 
that Ansco would continue its fair 
trade policies, although he ac- 
knowledged it was extremely diffi- 
cult to enforce. The Kodak deci- 
sion “does not change our situation 
one iota, as we see it at the 


| maintaining its fair trade policies. 

The president of one of the 
country’s largest camera _ stores 
was pleased with the decision 
since “we no longer have to turn 
away business because of our eth- 
jical 


practices and ethical ap- 
proach.” 

Stephen Sturz, head of Wil- 

loughby’s, said further that his 


store will now be in competition 
with the under-the-counter and 
discount houses that dot the city, 
at the same time offering the ex- 
tra services that the former can- 
not. 

Speaking for T. Matsui, execu- 
tive director of Canon Camera Co., 
sales manager Ed Dorf said the 
company would continue to sell its 
line of 35mm. luxury Japanese 
imports at fair trade standards be- 
cause “we must offer our dealers 
every protection possible.” While 
many large dealers prefer a free 
hand, he continued, the bulk of 
Canon business comes from small 
dealers who would be adversely 
affected by a no fair trade policy. 


® Konica Camera, which seems to 
have found a method of keeping 
everybody happy, announced, nat- 
urally enough, that it would con- 
tinue with that policy. Henry 
Froehlich explained that Konica 
prices vary by localities and are 
set for the franchised dealers by 
the Konica sales representatives 
in the areas. A Konica dealer may 
not advertise below a list price. 
But if he sells below, that’s a 
matter between the dealer and 
customer, Mr. Froehlich explains. 
“We have never thought that fair 
| trade in its present form is work- | 


‘Monday 


Spencer 


ELECTION RESULTS—New officers of the 
Advertising Club of New York lin 


President for 1957 will be Dr. John N. McDonnell, 
vp of Schering Corp., who has been president pro 


tem since the recent resignation of 


ad manager, Schieffelin & Co. Arthur C. Emelin, 
general manager of J. B. Roerig & Co., has been 


McDonnell Emelin 


Pharmaceutical 
e up for photo. 


sales promotion 
Robert Spencer, 


Rooney Lewis Whitney 


named president-elect, which means he’ll be the 1958 
incumbent. Elected vps were Thomas P. Lewis, sales 
vp of Walker Laboratories, and Wilbur M. Monday, 


manager of Hoffman-La Roche. 


New treasurer is George B. Rooney, ad manager for 
White Laboratories, while Edward W. Whitney, ad 
director at Chas. 


Pfizer & Co., is the new secretary. 


Cost Specialists Will Become More 
Important in Agencies, AMA Told 


CLEVELAND, Jan. 3—Agencies are 
bound to make additional charges 
for their non-advertising services 
and when they do the cost special- 
ist will be “one of the strong execu- 
tives on the agency team.” 

So said Prof. Frederic H. Glade 
Jr. of New York University in a 
talk before the American Market- 
ing Assn. The AMA met here with 
other business, academic and re- 
search groups belongiug to Joint 
Allied Social Science Associations. 

Envisioning the not-too-distant 
day when “all services beyond the 
planning, preparation and placing 
of advertising” will be rendered on 
a cost-plus basis, Prof. Glade said: 

“Just what form the plus will 
take is not clear. But from past 
experience it seems reasonable to 
expect both fixed fees and varying 
percentage, determined by the 
competitive situation on the ac- 
count.” 

Prof. Glade said he expected the 
consent decree of May 22, 1956, to 
hurry things along. He referred to | 


a fixed fee or percentage,” he said. 

“Someone equally bold will ac- 
cept,” he said. “And this probably 
will occur first on those accounts 
which have been profitable for the 
agency.” 

Prof. Glade spoke of “current 
rumors” about such an arrange- 
ment, saying: 

“It’s unlikely, though, that this 
arrangement will become universal 
or even dominant. For many media 
owners and agency principals, and 
some advertisers, believe the pre- 
sent system has worked well in 
practice for them.” 

The cost-plus system will re- 
quire data not found nowadays in 
most agency operations and will 
demand “considerably more time 
and effort” to be spent on agency 
cost control, Prof. Glade said. 


s “The financial officer in charge 
of costing could become one of the 
strong members of agency man- 
agement,” he said. 

Prof. Glade said the chances are 


moment.” jable,” he commented. 

Kodak officials indicated that! Products manufactured by sev- 
while the announcement of fair|eral of the fair trading companies 
trade abandonment was released|mentioned above may be found at 
without any forewarning, decision|cut prices in dozens of discount 
to take the step had been building| houses throughout the city—testi- 
up all through 1956 as various|mony to Mr. Froehlich’s observa- 
court decisions made price-fixing | on. 
unconstitutional or impractical. Sol Tiffen of the Tiffen Market- 

The company denies it, but oth-| ing Co. feels that the big question 
er photo industry sources feel that;}n0w is whether or not Kodak 
the ever-widening inroads being| Will now end its franchise ar- 
made by German and Japanese rangements and sell direct to dis- 
manufacturers who are turning| counters and the like, who former- 
out comparable products at con-|ly had to depend on trans-shippers. 
siderably lower prices, was anoth- Nat Kameny, partner in Ka- 
er reason Kodak decided to let the|™eny Associates, the largest pho- 
market place determine its prices.|tographic advertising agency in 

An upcoming editorial in Pho-|the business, commented _ that 
tographic Trade News, written by|‘“there are many who feel even 
President Samuel Krivit, will| more strongly that their fair trade 
comment that “discounting from|Policies now are more important 
all types of retail operations has| than they ever have been.” 
become so widespread that all the| He also feels that the Kodak | 
enforcement resources of the big- decision is a “great equalizer,” | 
gest firm in our industry were|™Making it possible for the large 
inadequate to cope with the sit-|retailer to compete with the dis- 
uation.” counters. “I think fair trade has 

The trade publication editorial]|been on its way out for a long 
will “deplore” the Kodak decision | time,” he said. 
but concludes that it was the only | 
one possible. As a result, “the 
much deplored accent on prices 
will be accented even more strong- 


® The market into which Kodak) 
tossed its bombshell is estimated! 
at around $1 billion currently. In| 
‘ 1953, some 35,000,000 amateur) 
mmurchandising, bought 56,000,000 cameras, | 
or increased merchandising, ad-|~ 
vertising and promotion “in the | Spending $300,000,000 in equip- 
turbulent days ahead.” ment and accessories and an addi- 
tional $100,000,000 for developing | 

es Some other statements on the and printing. In 1954, total ex- 
situation: penditures were estimated at over| 
S. Nomura, vp, J. Osawa & Co.,/the $700,000,000 mark. Around! 
importer of the Japanese Ricoh| 79% of U. S. families take some! 
camera line, called the Kodak de-|5,000,000 pictures daily. | 


the consent agreement arising from | some large advertiser will propose 
the Justice Department’s anti-trust | to deal directly with media owners 
suit against six advertising trade and ask for the net rate. But only 
associations. a small number of advertisers, he 
| said, could afford to bear the cost 

of preparation. And only a few 
would want to lose the “external, 
independent and experienced 
viewpoint” of the agency, he said. 
He foresaw “close re-examina- 


ARB Network TV 


Week of Dec. 1-7, 1956 


Copyright by American Research Bureau 
PROGRAM POPULARITY 
Program 
| Love Lucy (Procter & Gamble, General Foods, CBS) ..... 


s “It is likely that some innovator, 
some maverick, some iconoclast— 
either an advertiser or an agency 
principal—will propose to prepare 
advertising at net media rates plus | 


2 Ed Sullivan (Lincoin-Mercury Dealers, CBS) 
3 $64,000 Question (Revlon, CBS) 
4 You Bet Your Life (DeSoto-Plymouth, NBC) .................0ccccccc0ee 38.4 
5 Perry Como (Several sponsors, NBC) .............. 36. 
6 What's My Line (Remington Rand, Jules Montenier, CBS) ................ 36.6 
8 Alfred Hitchcock Presents (Bristol-Myers Co., CBS) .o........ccccccccceseseeseeseseeeeeees 35.2 
9 Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 35.1 
10 I've Got A Secret (Winston cigarets, CBS) .......... 35.0 
TOTAL VIEWERS REACHED 
Rank Program (000)** 
1 Ed Sullivan (Lincoln-Mercury Dealers, CBS) ..............ccccccccccsssssesesesnnersnenens 45,980 
3 Perry Como (Several sponsors, NBC) 
5 Jackie Gleason (Old Gold, Bulova, CBS) 
8 People Are Funny (Toni, R. J. Reynolds, NBC) .............cccccccssesessneeseeneeenenes 31,710 
9 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 31,570 
10 Lassie (Kellogg, Campbell Soup, CBS) ..........-ccccsessnsensensnnsersersererersarensennne 31,430 


* Percentage of homes reached in markets where show appeared. 
** Total number of persons viewing program. 


tion” of agency services as agencies 
compete on a price basis. “They 
will ask themselves: ‘What does the 
client need for profitable market- 
ing?’” 

“The consent agreement presents 
a challenge,” Prof. Glade said, “a 
challenge which should bring an 
increase in the volume, if not the 
variety, of the agency’s non-adver- 
|tising services. This has been the 
/experience of all thriving indus- 
jtries as they have competed on 
price. Every economic institution, 
in order to grow, needs to add and 
delete items from its line so as to 
satisfy the demand of customers.” 


= In other marketing sessions, 
speakers discussed the marketing 
problems and prospects of depart- 
ment stores, shopping centers, su- 
permarkets, and hardware and 
drug wholesalers. 


Otter Heads 
All Philco 


Marketing 


PHILADELPHIA, Jan. 3—Philco 
Corp. has instituted a new pro- 
gram of centralization of marketing 
and merchandising responsibilities. 
Designed specifically to meet the 
growing marketing needs of the 
company, the first move was the 
appointment of John Otter, exec 
vp, to direct sales promotion, 
advertising and all company 
branches. Mr. Otter also remains 
in charge of distribution. 

Philco also announced the pro- 
motion of L. F. Hardy to vp in 
charge of consumer products; Jo- 
seph M. Gillies to vp of operations 
and Dr. Leslie J. Woods to exec vp 
in charge of research. 

The addition of the new laundry 
division and its expansion with the 
recent purchase of the Bendix line 
(AA, Nov. 19, 1956) was a major 
| factor in the centralization of mar- 
|keting activities under one head, 
| AA was told. 


|# “This permits more flexibility 
|for these departments,” a spokes- 
/man said, “because it not only 
lcentralizes responsibility, but it 
|helps streamline marketing activi- 
| ties.” 

Prior to this reorganization, some 
of the marketing department heads 
reported directly to the president 
of the company. 

Under the arrangement, Ray 
George, vp in charge of sales pro- 
motion; Max Enelow, director of 
advertising, and John Hawkins, 
manager of Philco branches, will 
report directly to Mr. Otter. 


Advertising Age, January 7, 1957 
| 
| 
Rank 
Rating® | 
1 
49.0 


Advertising Age, January 7, 1957 


Republic Pictures 
Sues Music Union 
for $6,000,000 


Los ANGELES, Jan. 3—Republic 
Productions Inc. and two subsidi- 
aries—Republic Pictures Corp. 
and Hollywood Television Service 
Inc.—filed yesterday a $6,000,000 
damage suit against James C. Pe- 
trillo and his American Federa- 
tion of Musicians. 

The suit, filed in federal court 
here, charges violation of the anti- 
trust laws. Republic’s claim is 
that from 1946 to 1951 the union 
refused to consent to television 
showing of old Republic pictures. 
This, says the film company, is 
restraint of trade and monopoly. 


® According to Republic, the union 
set these conditions for its ap- 


Addenda and Errata 
Tabulated for 100 
Leading Advertisers 


Chicago, Jan 2—Following are 
corrections, deletions and additions 
to the ADVERTISING AGE marketing 
profiles on the nation’s 100 leading 
advertisers that appeared in the 
Dec. 24 issue: 

Since going to press, AA has re- 
ceived a complete list of marketing 
personnel from Pillsbury Mills. 
Therefore replace the list on Pages 
48 and 49 with the following: 


SALES AND MARKETING AND PER- 
SONNEL 
B. J. Greer, exec vp (bakery products, 
overseas, Canada) 

R. J. Keith, exec vp (consumer products) 
Cc. D. MeNeal, exec vp (formula feed, 
grain & feed ingredients merchandising) 
Grocery Products Division 

Earl. A. Clasen, manager 

H. R. Galbraith, director of sales opera- 
tions 

Dean Thomas, director of merchandising 

R. C. Fogel, sales promotional manager 

J. DiGiovanni, merchandising manager 

G. B. Keister, national accounts 

Warren P. Peterson, director of marketing 

A. G. Hodor, brand supervisor—mixes 

J. L. Kennedy, brand supervisor—mixes 

C. G. Morin, brand supervisor—large sizes 
Pillsbury’s Best flour 

J. R. Peterson, brand supervisor—small 
sizes Pillsbury’s Best flour 

Bakery Products Division 

George S. Pillsbury, vp 

H. J. Patterson, division vp (national ac- 
counts) 

B. J. Cruzen, manager, bakery flour sales 

J. W. Sturrock, product manager, bakery 
flours 

W. T. Wilson, product manager, soft wheat 
flours 

F. A. McBride, product manager, bakery 
mixes 

H. D. Kreiser, manager, sales & merchan- 
dising 

R. L. Johnston, merchandising manager 

R. J. Dwyer, merchandising manager 

N. E. Groth, product manager, institutional 
products 

R. J. Thelen, technical director 

G. B. Donahoe, manager, fruit products 
sales 

Refrigerated Foods Division 

J. A. Witherspoon, national director of 
sales (Louisville) 

A. P. Loomis, director of marketing 

J. H. Owens, director of sales 
Formula Feed Division (Clinton, Ia.) 

G. R. Peterson, general manager 

J. K. Hubbard, sales manager 

M. E. Cook, advertising manager 

Overseas Division 

A. B. Sparboe, vp 

R. Vogel, director (New York) 

W. H. Spoor, division manager 
York) 

V. L. Miller, division manager (Portland, 
Oregon) 


(New 


On Page 49, under Advertising 
Agencies, delete: 

Al Whiteman 

Add: 

Bill Munsell 


s A new list of account execs for 


Pillsbury at Campbell-Mithun su-| 


persedes the listing given in the 
“Addenda” on Page 8 of the Dec. 31 
issue. The account executives are: 


Bob Nevin (Pilisbury'’s Best flour), Bob 
Jones (Ballard and Globe A-1 flour, Pills- 
bury hot roll mix and developmental gro- 
cery products), Sam Earp (flour sales pro- 
motion and merchandising), Palmer 
Packard (refrigerated rolls), Bill Weigold 
(refrigerated icebox cookies and develop- 
mental refrigerated products), Robert 
Blegen and Bill Prince (feed and soy 
division) and E. Walter Geckler (bakery 
division), account executives. 


| proval of films for tv: 

1. Payment of sums ranging 
from $25 to $75 to each musician 
|playing in the orchestras which 
recorded the sound tracks. 

2. Payment of 5% of gross reve- 
nue from television film sales in- 
to a trust fund, of which Samuel | 
R. Rosenbaum, a union official | 
and a defendant, was trustee. 


® In addition to damages, the film 
company is asking that the AF'M’s 
trust fund arrangement be de- 
clared illegal and that the agree- 
ment prohibiting the use of 
movies on television without 
union consent be voided. 

According to Republic, it made a 
one-year trial arrangement with 
the musicians’ union in 1951 
which included the 5% payment to 
Mr. Rosenbaum, and under which 
Republic ostensibly was required 
to make a new sound track for 
each picture shown on tv. 

Actually new sound tracks were 
not made because they were not 
needed, the complaint says. After 
the year’s trial the sound track 
requirement was dropped with 
the understanding that if the mu- 
sicians who made the original pic- 
ture tracks could not be found, 
the sums owed them would be 
paid into the trust fund. 


Party Ads Boost 
Canada Dry, Victor, 
Coty, Schrank PJs 


(Continued from Page 1) 

by Canada Dry bottlers also is ex- 
pected, with local trade advertising. 

Canada Dry is intrigued especial- 
ly by this pajama party promotion 
because it enables the company to 
cover soft goods outlets not usually 
available to them. For example, 
Canada Dry beverages will be in- 
cluded in department and window 
displays, and the company will set 
up sampling booths at store fashion 
shows. 


e Coty will run a color page de- 
picting a pajama party in the 
March Seventeen and is developing 
pajama party displays for Coty 
counters in stores. At store fashion 
shows, Coty products will be given 
away as prize merchandise. 


e RCA Victor is distributing to 
record dealers four-color point of 
purchase streamers picturing its 
16 albums recommended for pa- 
jama partying. The company’s in- 
strument division has _ 100,000 
copies of the booklet (containing 
the record coupon) to give away | 
to customers buying its instru- 
ments. 


® Ehrlich, Neuwirth & Sobo, the 
agency for Schrank, is coordinat- 
ing the joint advertising. J. M. 
Mathes Inc. is handling the promo- 
tion for Canada Dry, Franklin 
Bruck Advertising for Coty and 


Last Minute News Flashes | 


FTC Hits L-O-F, Pittsburgh Plate on Price Deals 


WaAsHINGTON, Jan. 4—Federal Trade Commission today charged 
Libby-Owens-Ford and Pittsburgh Plate Glass Co. with granting il- 
legally advantageous prices to General Motors and Ford Motor Co.}| 
for automobile windshields sold for replacement purposes in competi- | 
tion with independent distributors and dealers. FTC said the discounts 
ranged as high as 67%. 


Lite Diet Bread Account Shifts to Mogul 


New York, Jan. 4—Bakers Franchise Corp. is moving its advertising 
account for Lite Diet low calorie white bread from Kastor, Farrell, 
Chesley & Clifford to Emil Mogul Co. A $1,000,000 national campaign 
is scheduled to break in February. 


Meisel Heads Browne Vintners Ads, Sales Promotion 


New York, Jan. 4—Irving S. Meisel, formerly sales promotion man- 
ager, has been appointed advertising and sales promotion manager of 
Browne Vintners Co., wine and spirits import division of Seagram Dis- 
tillers. He replaces Earl W. Capwell, who retired Jan. 1 (AA, Dec. 17). 
Mr. Meisel joined Browne Vintners in 1954. Previously, he had been 


general manager of the Cuban Liquor Co., package liquor chain in 
Louisiana. 


Ira Rubel Inc. Will Open New York Office 


Cuicaco, Jan. 4—Ira Rubel Inc., advertising agency management and 
system engineering organization, will open a New York office on Jan. 
14. Norman O. Fowles, a New York CPA who served with Batten, Bar- 
ton, Durstine & Osborn for eight years before joining Rubel, will be vp 
and resident manager of the new office. 


American Aviation to Fulfill ‘Aero Digest’ Subs 


WASHINGTON, Jan. 4—American Aviation Publications announced to- 
day that it has agreed to fulfill subscriptions to Aero Digest, which 
suspended publication this month. Subscribers will be offered Ameri- 
can Aviation, a bi-weekly, or Missiles & Rockets, a new monthly (if 
they qualify by being in the field). Duplicate subscribers will be 
given extended subscriptions. 


Buchen Gets Shure Export; Other Late News 


e Shure Bros., Chicago manufacturer of microphones and electronics 
components, has named the Buchen Co., Chicago, to handle its export 
advertising, effective immediately. Shure’s export advertising formerly 
was handled by Stral Advertising Co., Chicago, which will continue to 
handle domestic advertising. 


e Ben Duffy, head of Batten, Barton, Durstine & Osborn, has improved 
to the extent that the agency feels there is “no longer any need to is- 
sue daily bulletins about his condition.” Mr. Duffy suffered a cerebral 
hemmorhage early in December and subsequently underwent two op- 
erations. 


e Questionnaires for ADVERTISING Ace’s annual agency billings report 
have been sent to all advertising agencies in the U. S. and Canada. All 
agencies replying will be listed in AA’s Feb. 25 issue. Also, all agen- 
cies which AA estimates bill $5,000,000 or more will be included in the 
final tabulation, either on the basis of figures supplied by the agency 
or, if figures are not supplied, on the basis of an estimate by AA. 


e Geyer Advertising has appointed Edward J. Corbett Jr. creative di- 
rector of its Detroit office. Before joining the agency in 1946, Mr. 
Corbett was with Maxon Inc. He was elected a vp of Geyer in 1953. 


House Unit May ‘Hamilton Stresses 


ROY |. RICKSHAM has been named di- 
rector of sales and advertising of 
Beatrice Foods Co., Chicago, a new 
post combining functions of sales 
and advertising into one merchan- 
dising department. General adver- 
tising manager since January, 1956, 
Mr. Ricksham joined the company 
in 1952. 


RCA Uses 4 Media 
to Push Price Cuts 


on Victor Records 


New York, Jan. 4—RCA Victor 
will start spreading the news of the 
big price slash on its 45 rpm ex- 
tended play records Jan. 13 with 
page ads in This Week Magazine, 
Parade and the First Three Mar- 
kets Group of Sunday supplements. 

In addition there will be 1,000- 
line ads in 60 Sunday newspapers 
outside the areas covered by the 
supplements. 

The 46% reduction in the nation- 
ally advertised list price of all RCA 
45s becomes effective Jan. 7. At 
that time “original cast” albums, 
which now cost $4.98, will be 
dropped to $2.98. Other reductions: 
three and four-pocket EPs, from 
$3.98 to $2.98; two-pocket EPs, 
from $2.98 to $2.49, and single 
pocket EPs from $1.49 to $1.29. 


® This price reduction will kick 
off a $1,000,000 advertising cam- 
paign for RCA’s 45 rpm system in 
general, and for its extended play 
products in particular, according to 
Lawrence W. Kanaga, vp and gen- 
eral manager of the RCA Victor 
record division. 

On television, the records will 


Suppress ABC Data 


on Extra Discounts 


(Continued from Page 1) 
after ABC wrote the subcommit- 
tee that publication of the dis- 
counts would cause “irreparable 


Magazines in ‘First 
Electric Watch’ Push 


New York, Jan. 3—The world’s 
first electric watch was unveiled 
| today by the Hamilton Watch Co., 
| Lancaster, Pa. 


Grey Advertising for RCA-Victor. 


C. GILBERT NORTON, head of the me- 
dia depurtment of O. S. Tyson &| 
Co., New York, for the past 14) 
years, has retired. Joseph H. New- 
|man, who joined Tyson from Fred 


|petition with NBC and CBS. 


Two Join Warner & Todd 


| Wittner Advertising last March, 


has been named acting media | ties, has been appointed director of 
|ereative copy of the agency. 


director. 


damage” and put it at a competi-| Powered by an energizer the 
tive disadvantage. |size of a small shirt button, and 
|made with about one-third less 
# In its letter to the committee, |parts than an ordinary mechani- 
ABC acknowledged it had found|cal kind, the watch will be 
it necessary to sell time at dis- | launched next month with an in- 
counts in excess of those set forth|troductory advertising campaign 
in the rate card. This was neces- jot “several hundred thousand dol- 
sary, ABC said, because the short- | lars.” 
age of station facilities made it| The power cell, made by Na- 
impossible to obtain advertisers | tional Carbon Co., New York, has 
unless discounts in excess of those|a minimum life of one year and 


lin the rate card were made avail-|is replaced at a cost of about 
lable. 
|ABC said, “ABC could not have 


such discounts,” hee to $2. No larger than a con- 
ventional wrist watch, the electric 


“Without 


obtained revenue from a number | watch has no mainspring. Accord- 
of important time periods.” ing to Hamilton’s president, Ar- 
ABC said to a major extent|thur B. Sinkler, it “incorporates 
special discounts in excess of rate|the first basic change in watch 
card no longer exist. Subcommit-|construction in almost five cen- 
tee staff members are inclined to | turies.” 
steer clear of any action which| The first model available is 
might hinder ABC’s chances of|cased in 14k gold and priced at 
strengthening its position in com-| $175. A $98.50 gold-filled model 
will be offered shortly. 


|® Advertising will be mostly in 

Jefferson E. Aldrich, formerly |magazines. March issues of Coro- 
sales director of National Provi-|net and Reader’s Digest wiil carry 
sioner, Chicago, has joined Warner |four-color spreads. Color pages 
& Todd, St. Louis, as vp, and War-/|are scheduled for Business Week, 
ren S. Johnson, for the past 19| Fortune, Life, National Geograph- 
years with Ruthrauff & Ryan, Chi-/|ic, Newsweek, Sports Illustrated, 
cago, in various executive capaci- | Time and The New Yorker. 

N. W. Ayer & Son is the Hamil- 

| ton agency. 


get some of RCA’s time on “Pro- 
ducers Showcase,” “Perry Como 
Show” and the Saturday night 
specs (all on NBC). On radio, 
there will be mentions on the Bob 
& Ray segments of “Monitor” 
(NBC). 

Supplementary co-op support 
will include radio and tv spots, as 
well as newspaper promotion. 

The magazine phase of the drive 
calls for pages in Life, Look, 
Scholastic and The Saturday Eve- 
ning Post. 

Rounding out this campaign, 
which will be placed through Grey 
Advertising Agency, there will be 
heavy point of sale promotion, with 
pennants, streamers and window 
displays. 


New Orleans Adclub Elects 

Robert D. Hess, assistant vp in 
charge of advertising and public 
| relations, National Bank of Com- 
|; merce, has been elected president 
|of the Advertising Club of New 
Orleans. Other officers elected in- 
clude Emmett H. Fremaux, ad- 
vertising department, New Orleans 
| Public Service, vp; Richard L. 
Hindermann, vp, Pan American 
Life Insurance Co., treasurer, and 
Florence Clemons, Dixie Art Serv- 
ice, secretary. 


Edison, McGraw Merge 

Shareholders of Thomas A. Edi- 
son Inc., West Orange, N.J., and 
of McGraw Electric Co., Elgin, II1., 
| have voted to merge the companies. 
The combined companies will be 
| known as McGraw-Edison Co. 


| 
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Prophets See 
More Profits in 
Burgeoning ‘57 


(Continued from Page 3) 
East situation. 

The National Assn. of Manufac- 
turers says that 1957 is clouded by 
two 
costs and the fact that profits have 
not shared in the economic advance 
seen on other fronts. 

While taxes and dividends have 
both gone up 14%, the association 
says, earnings retained in business 
have gone down 28%. Inflation 
must be resisted, and steps must be 
taken to reduce “high and discrim- 
inatory taxes that drain off vast 
amounts of potential investments 
for industry,” the association says. 

Prices, wages and taxes are ex- 
pected to increase this year. The 
federal, state and local govern- 
ments are expected to spend more 
for goods and services. People are 
expected to spend more. Business, 
however, is expected to spend less 
than in 1956 for new equipment 
and improvements. 

A survey conducted by the U.S. 


KTBS-TV 


LEADS 


according to latest 


*MONTHLY COVERAGE, 
Homes Reached 136,860 


*TELEVISION HOMES 
in KTBS-TV Area 157,980 


A Bonus of 13,120 over Station 8 
A Bonus of 6,740 over Station B 
*N.C.S. No. 2, Spring 1956 


CHANNEL 
NBC - ABC 


SHREVEPORT 
LOUISIANA 


E. Newton Wray, President and Gen. Mgr. 
Represented by 


Edward Petry & Co., Inc. 


NEW YORK « CHICAGO « ATLANTA « DETROIT 
LOS ANGELES « SAN FRANCISCO « ST. LOUIS 


Department of Commerce indicates 
that most major industries antici- 
pate good production and sales 
rates for the first six months this 
year, barring an unforeseen inter- 
national emergency. 


e Advertising: “Advertising will 
show a gain of at least 10% and its 
total volume will amount to more 
than $11 billion in 1957, with all 


factors—rising production ness outlook for this year “is indeed | 


media sharing in the increase,” 
|says Fairfax M. Cone, president of 
|Foote, Cone & Belding. 

| Mr. Cone believes that the busi- 


bright one, barring war.” A large 


|number of new products will be in- | 


troduced this year, he predicts. 


e Aircraft: A survey conducted by 
the Commerce Department’s busi- 
ness and defense services adminis- 
tration shows that this industry 


ders in airframes and components 
estimated at $19 billion, a one 


est peak since World War II. 


e Aluminum: Shipments of alumi- 
num mill products and ingots are 
expected to reach new record levels 
the first six months this year, 
amounting to an annual rate of 
about 4.7 billion lbs., according to 
the Commerce Department survey. 
At that rate, first-half shipments 
will be 8% higher than those in the 
same period last year. 


e Automotive: Experts are fore- 
casting that the automobile field in 
1957 will have its second best year, 
ranking only behind 1955. L. L. 
Colbert, president of Chrysler 
Corp., predicts that more than 6,- 
300,000 cars (the 1950 total, previ- 
ously second only to °55) will be 
sold by the auto makers. 

George P. Hitchings, Ford Motor 
Co. economist, forecasts that auto 
production this year will equal or 
surpass 6,700,000 cars. Harold E. 
Churchill, president of Studebaker- 
Packard Corp., predicts that car 
sales may reach 6,500,000 in 1957. 

The survey estimates that 6,500,- 
000 cars will be produced this year 
as compared with 5,850,000 cars 
last year. Motor truck and truck- 
trailer production is expected to be 
lower this year than in 1956, but 
dollar volume of production in the 
automotive replacement parts in- 
dustry is expected to be 7% higher 
than last year, according to the 
survey. 

Frank P. Tighe, editor of Motor 
Age, foresees a possible 9% in- 


Handle Your Publicity 
Easily, Efficiently 
and Get. Better | 
Placement! | 


OVER 2000 LISTING CHANGES 
Bacon’s NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 


Bacon's editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 644" x 9'4" size, 
272 pages. Write fer your copy tedey. 


PRICE $15.00 Sent on Approval 


Stote 
Bill: CO Me © My Company 


BACON'S CLIPPING BUREAU 
343 Soj Dearborn St. Chicago 4, Illinois 


| Westinghouse Electric Corp., fore- 


goes into 1957 with a backlog of or- | 


third increase over the backlog at} 
the start of last year and the high-| 


Fechheimer 


1, held a party to indicate that the 


vp, cuts the cake under supervision 


Gruenwald 


CUTTING THE CAKE—North Advertising, 
which completed its first year as an agency on Dec. 


success. In the ceremony above, George Gruenwald, 


Nathanson 
Chicago, 


operation was a 


of Don Nathan- 


Nathan 


son, president. Flanking them are Richard Fech- 
heimer, vp; C. H. Nathan, exec vp, and Harold 
Rosenzweig, vp and treasurer. North started with 
$6,500,000 worth of Toni business, has since added 
more Toni products and two new accounts. 


Rosenzweig 


crease in service and replacement 
parts over 1956 totals. 


e Chemicals: Chemical manufac- 
turers’ sales are expected to hit 
$12.5 billion for the first six 
months this year—a 3.3% rise over 
sales for the same period in 1956, 
according to the U.S. survey. If the 
forecast proves true, the sales vol- 
ume would be the highest in the 
history of the industry. 


e Construction: The government 
estimates that total construction in 
1957 may reach $46.5 billion, a 5% 
gain over the record volume of 
more than $44 billion last year. 
Private construction (homes) may 
show a nominal increase over last 
year, but public construction out- 
|lays may jump 12% over 1956. Pri- 
vate construction may reach $31.4 
billion; public building, $15 billion, 
the Commerce Department says. 


e Consumer Durable Goods: The 
survey shows that the outlook for 
sales in consumer durable goods 
|for the first half of 1957 is encour- 
aging, though spotty in some cases. 
Sales of household appliances in 
the first half may equal or exceed 
those in the same period last year, 
despite the fact that inventories are 
25% greater. 

A record year is forecast for the 
laundry equipment industry. Unit 
sales of washers, dryers and ironers 
may hit 6,425,000, compared to 6,- 
227,000 units in 1956 and 5,702,859 
units in 1955, Commerce predicts. 

Furniture sales in the first half 
will be about the same as in 1956— 
a record year for furniture. 


J. W. Alsdorf, president of 
|Mitchell Mfg. Co., Chicago, pre- 
|dicts that the air conditioner indus- | 
‘try will sell 2,000,000 units this 
jyear, as compared with 1,600,000 | 
junits in 1956. William A. Phair, ed-| 
itor of Hardware Age, predicts! 
hardware sales this year will be| 
$3 billion more than last year. 


e Electrical: Total production of 
electronic equipment in the first 
half is expected to hit about $6.1 
billion—about the same as in the 
corresponding 1956 period, accord- 
ing to the Commerce Department 
survey. Production of tv and radio 
receivers, record players and relat- 
ed items may be cut back more in 
the first half this year than last 
year. Dollar volume of electronics 
components (tubes and parts) pro- 
duction should be about the same 
as last year. 

Gwilym A. Price, president of 


casts that total kilowatt-hour sales 
in the electrical industry this year 
will hit 573 billion, an 8% gain 
over 1956. 

General Electric predicts that the 
electronic power tube market will 
increase 10% in 1957. Transistor 
sales should reach a mark between 
$65,000,000 and $70,000,000 this 
year—more than double the 1956 
sales. 


e Foods: Paul S. Willis, president 
of Grocery Manufacturers of 
America, predicts that consumers 
will spend $73 billion on food 
this year, as compared with an es- 
timated $70 billion for 1956. Sales 
of other grocery products also will 
increase substantially, he added. 


e Iron and Steel: The steel indus- 
try is expected to produce and sell 
more steel than ever before. De- 
mand for almost all products is at 
record level and promises to con- 
tinue in view of increasing needs of 
business and government for capi- 
tal goods and construction. 

This rosy forecast was made by 
the Commerce survey and also by 
R. L. Gray, president of Armco 
Steel Corp., Middletown, O. Roger 
M. Blough, board chairman of U.S. 
Steel Corp., predicted that steel 
consumption might set a new rec- 
ord in the first half. 

George F. Sullivan, editor of Iron 
Age, looks for an improvement in 
the metal making industries, with 
steel setting new sales and produc- 
tion records. 


e Printing and publishing: The 
Commerce Department forecasts 
that the demand for printing and 
publishing services, particularly in 
the commercial] printing field and 
printed advertising media, will 
continue to increase—but at a 
more moderate rate—through the 
first half of this year. 

Newspaper advertising linage in 
the first six months is expected to 
increase from 3% to 3.5% over cor- 
responding 1956 linage; magazine 
advertising linage is expected to 
show a gain of from 4% to 5% 
(AA, Dec. 31, 56). 

Book publishers’ sales are fig- 
ured to hit around $825,000,000 
this year—a record, and a 10% in- 
crease over last year’s sales. 


e Rubber: Sales in the rubber in- 
dustry will hit a record high of $6 
billion this year, it is predicted by 
H. E. Humphreys, president of 
U. S. Rubber Co. 

He also predicts that industry 
sales will reach $7 billion by 1960. 


Rubber consumption this year is 
expected to reach about 1.5 billion 
long tons, as compared with 1.43 
billion last year. 

The Commerce Department fore- 
easts that the industry will have a 
larger volume of business the first 
half because of increased produc- 
tion of automobiles. 


Southeastern Newspapers 
Elects Morris, West 
Southeastern Newspapers Inc., 
Augusta, Ga., has elected William 
S. Morris chairman of the board 
and J. W. West to succeed him as 


William S. Morris J. W. West 


president and treasurer. The com- 
pany owns and operates the Au- 
gusta Chronicle, the Augusta Her- 
ald and a subsidiary, Radio Au- 
gusta Inc., which operates WRDW 
and WRDW-TV. Mr. West will 
continue to serve as business man- 
ager of the newspapers. 

Other officers elected include 
W. S. Morris III, assistant to the 
president; Pat H. Rice Jr., vp, and 
Mrs. Florence H. Morris, control- 
ler. Mr. Rice, also president of Ra- 
dio Augusta, will continue in 
charge of the company’s radio and 
television operations. 


‘North Bay Nugget’ Elected 

The Inland Daily Press Assn., 
Chicago, has elected to member- 
ship the North Bay Nugget, North 
Bay, Ont. 
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(First 11 Months 1956) 


GRAPHIC ARTS 


181,874 LINES 


25,473 LINES 


POINT OF PURCHASE 


Why 


Paper “E” 2,702 LINES apts 
AD LINAGE 
1955 1956 
Advertising 
Advertising Age 
Age 47.96% 
42.36% LINAGE 
TREND 
% OF TOTAL ADVERTISING LINAGE 


For Graphic Arts Suppliers and Services 
(First 11 Months 1956) 


June 
1946 1956 
POSTWAR 
and CIRCULATION 
Publication 
GROWTH 
14,543 
* Aver total paid circulation, A.B.C. 
Publ for six months 
une 30, 1956. 


PAPER & ENVELOPES 


As the accompanying charts indicate, the sellers of graphic arts products 
and services* again placed more linage during the first eleven months of ’56 
in Advertising Age than any other publication in the advertising-marketing 
press. Moreover, an increasing amount of their business is swinging into 
Ad Age, as evidenced by Ad Age’s jump from 42.3% to 47.9% 

of their advertising over the same period for 1955. 


Why 


Cold statistics and good business logic are overflowing with the answers. 
Circulation statements point to Ad Age’s commanding lead in paid circulation 
—34,902 last audit (greatest in the field, in the history of advertising 


journals, and still climbing over 37,000). Multiple readership surveys put 


‘AA’s total reader audience at well over 131,000. Preferred reading 


surveys—44 in all and conducted by organizations with no AA connections— 


have consistently placed Ad Age in the top spot. 


Advertisers in all categories—media as well as suppliers and servicers 
to the advertising-marketing field—find that Ad Age puts their sales messages 
into more of the important offices and important readership 


than any other available publication. 


Add the statistics together—top them with a reader acceptance second to 
none—and it becomes overpoweringly apparent that here is the advertising 
medium offering you the most impact and penetration on the people 

who are important to you. It offers your promotion dollar the 


biggest value in advertising today. 


*Iincludes Graphic Arts and Point of Purchase Materials, 
Paper, Envelopes and Packaging Materials. 
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